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Rough Proofs 


All that Brooklyn and Manhattan 
omitted in their demonstration of 
enthusiasm for Douglas Corrigan 
was tearing the intrepid aviator limb 
from limb. 


vgsfseFs 
After watching the rival boroughs | 
in their terrific battle for possession 
of the Corrigan publicity, even an 
outsider got a faint idea of how a 
Dodger rooter feels about’ the 
Giants. 
~~ © F 
Legitimate theaters are no longer 
worrying about the menace of Hol- 
lywood, They’ve discovered that it 


isn’t so difficult to install air con- 
ditioning. 

-~ = 
Amusement entrepreneurs’ have 


waked up to the fact that customers 
searching for entertainment in hot 


weather don’t ask, “Is the show 
good?” but only “Is it air condi- 
tioned?” 

vgs¥se i? 


The star of the summer 
rant show is no longer the actor or 
the cook, but that marvellous man 
who has learned how to put the 
atmosphere through the wringer. 


restau- 


~~ Fe 


After Demaree Bess told the read- 
ers of the S. EZ. P. that Japan and 
Russia were already at war, they 
decided it was probably a good idea 
at that. 


veer 
A fair to middling journalist used 
to be able to predict what politician 
was going to run for what office, 
but now he’s expected to announce 
the lineup for the next world war. 
v 


, 


Henry Watterson was sensitive 
about having only one eye, Tom 
Wallace reports, but Marse Henry 
could see more with one optic than 


most of his contemporaries could 
with two. 

>, =F 
Certain popular authors like 


Leonard Nason can get away with | 


using “suspicion” as a verb, but an 
ordinary copy writer would be sus- 
pected of not knowing any better 

’ 
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You may think your job is tough, | 


but suppose you had to write copy 
for automatic stokers with one hand 
While mopping your 
With the other. 


. FV 


Lee O’Daniel won the nomination 
governor of Texas by clever use 
| the radio. How are they going 
'o keep a fellow like that out of the 
White House? 


. ww 


politician who possesses a mel- 
us radio voice and a couple of 
y daughters can get the cus- 
coming and going. 


rs 


vfy¥e 


1 
\\ 


the 
country, 


shington has 
in the 


worst sum- 
experts 
strange the boys 
he hinterland always welcome 
date to return. 


mate 


but to say 


Cory Cun 


dripping brow | 


TRON FIREMAN 
~ STARTS HEAVY 
SALES BARRAGE 


| 
| 
| 


Dealers Hear Fall Plans af 
Regional Meetings 


(Picture on Page 35) 


Cleveland, Aug. 3.—Heavily in- 
creased use of newspapers will mark 
fall and winter promotion plans of 
Iron Fireman Mfg. Company, it was 
disclosed here this week at the first 
of 13 regional dealer meetings. While 


basis, with the company retaining 
control of advertising, 
have signed for campaigns, in com- 
parison with a scant 43 a year ago, 
Cc. T. Burg, general sales manager, 
said. 

Special efforts will be made to time 
newspaper copy so that it will effec- 
tively tie-up with and cash in on 
magazine advertising, and newspaper 
schedules will be released to this 
end. The magazines carrying Iron 
Fireman copy will be American 
Home, Better Homes & Gardens, Busi- 
ness Week, and The Saturday Even- 
ing Post. One industrial paper, 
Power, will be used. The agency is 
Gerber & Crossley, Portland, Ore. 

While dollar volume is slightly off, 
Iron Fireman has reason fer gratifi- 


cation in unit sales of 4 per cent 
above 1937. The decline in dollars 
(Continued on Page 32) 


Trade-Mark 
Registration 


New York Issue 


New York, Aug. 4.—An attempt to 
revive consideration of mandatory 
state trademark registration, which 
was voted down at the June conven- 
tion of the National Association of 
Secretaries of State, 
national advertisers in a call for a 
| public hearing on the subject to be 
|held Aug. 10 in the office of the See 
|retary of State at Albany, N. Y. 
Doris I. Byrne, deputy secretary of 
|state, is head of the association’s 
| special committee on uniform trade- 


-|marks and trade names. 


| Miss Byrne was expected to report 
lon the question of mandatory legis- 
| lation at the association meeting in 
_ June, but her committee made no 
recommendation. At the insistence 
|of members, however, the matter 
| was brought upon the floor of the 
|convention. When the meeting went 
/on record against the proposal, it 
| was expected, in advertising circles, 
that the ghost had been laid, but ad- 
vertisers are to be given “an oppor- 
tunity to tell why they oppose such 
legislation,” at the Albany hearing. 
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Rising Income Brightens 
Prospects of Farm Market 


RU RAL CAMPAIGN THEME 
The Ti 


ank Truc 


EWS FROM YOUR CONOCO AGEN 


Marketers Urged To mat 
Seasonal Shifts In 
Farm Income 


ck ate 


Washington, D. C., Aug. 4.—Farm 
income is distinguished by sharp 
variations by quarters, which must 
be carefully studied by marketers, 
experts of the Bureau of Agricul- 
tural Economics, United States De- 
partment of Agriculture, pointed out 
to ADVERTISING AGE today in a spe- 
cial summary. 


Make Your PAY-CROP Pay More 


7 THiwos decule the profit you will 
take out of your pay crop. One is the 
vine of the crop together with the price 


volume of the stack te cube feet Sewn to 
compute this terms of tommage 


1. Computing Volume 


While the income of urban resi-| Resse Settee se: 
idents is evenly distributed over the | G2oCaitec think an itemtike moter JP _Wulh—t the width ot the ground, trom 
| : j- od could make p © schctantial diference one sube to the other 
year, month by month, in normal | cither in the size of the crop or in what /—Lenpth—is the average length of the tack 
al “ . it cost + ned xluce it. Yet ahmost Obiong Stacks 
periods, that of the farmer is char-| f° aoe was «Pe WL 


is expected by | 


| another 


‘used in promotion for the contest. 
| the P&G agency, with Arthur Rosenberg Company, 


acterized by peaks and valleys. Farm 
revenue usually reaches its low 
point in April, increases monthly to 
October, and then goes into a de- 
cline. 

Stated in its simplest terms, 58 
per cent of farm revenue normally 
is received during the last half of 
the year, and more than 30 per cent 
of the total is concentrated in the 
fourth quarter. 


The Die Is Cast 
The agriculturists of the country 


For example Te find the volume of « high, 


and 48° bong 
Vedvame = 


is s for many farmers be 
cause they can 68 up thew O1L-PLATED 
tractor engines with Gorm Processed od 


aad run them for a full 100 hours before © 5@045)— 0 
hew 


2. To Figure Tonnage 
Divide Volume by the fe 
ones mh wn far better 
ve used 

aly iy OIL PLATING 
oil also goes further 


|THAT’S AN IDEA| 


thus harvested 3 billion, 84 million eats Sarat. Sea areata 


steel! lastingly o an surking parts It dors 
wot drain down. It does not “fry” of Th 
ws always at work, guarding against wear 
Why not let it protect your 
and your pocketbook? Just get in sal 
with your Comare Ageut. He Foon ainaiy 
yow with Germ Processed od in barrels, 
handy S-gallon buckets and dustprouf 
S-quart and I-quart cans Also Conoco 
Brone-2-s Gasoline, and Conove Greases 


HOW MUCH HAY 
IN A HAYSTACK? 


Neat to actually weyghing the following lor- 


Serew an oki naw blade to the side Gf your 
py ey my an mghth of 
ee Hoe The bites inte 
Ircobas = = hin while you 
cee Verese Olua, Cr sap, Texas 


dollars during the first half of 1938. 
But their purses will bulge with the 
4 billion, 250 million dollars which 
will be reaped during the last half. 
Santa Claus must fill his pack full 
for the farm population, which will 
have a bankroll of no less than 2 


billion, 200 million dollars to invest 
in the good things of life during the 


last three months of 1938. | te pursuing a vigorous drive for farm 
To make the story somewhat | business, Continental Oil Company has 
(Continued on Page 4) _ ee this editorial style. 


poting the tonnage of haystacks 
Two steps are secessary. First, to fad the 


Critical FTC Copy E) ye 
Bans Yeast Health Theme 


Washington, D. C., Aug. 4.—The| vertising, unless it also amplifies the 
provisions of Section l5a of the | copy to state the exact conditions 
amended Federal Trade Commission | under which the product will usu- 
Act, making advertisers liable for | ally produce certain results. Some 
omissions as well as actual state-|more general statements are com- 
ments in their copy, were applied | pletely proscribed. 


this week to Standard Brands, Inc.,| Advertising for Fleischmann’s 
manufacturer of Fleischmann’s yeast. | yeast, for instance, may 7 longer 
The company, according to an an-| state that badly formed =~ crooked 


has signed | teeth cavities are the result of a 


nouncement by the FTC, 
a stipulation to desist from many ‘lack of Vitamin D, contained in 
(Continued on Page 33) 


of the claims long made in its ad- 
~ 
Last Minute News Flashes 


Turpentine Farmers Join to Fight “Substitutes” 
Valdosta, Ga., Aug. 5—American Turpentine Farmers’ Association has 
collected a $250,000 campaign fund with which to present the merits of 
turpentine to paint users, and war on employment of petroleum spirits 


in manufacture of paint. Harley Langdale is president of the group. 


P&G to Launch Oxydol Contest Aug. 15 
Cincinnati, Aug. 5.—Procter & Gamble Company today announced 
contest in promotion for Oxydol, to start Aug. 15 with 10 first 
prizes of $100 and 15 Longines watches valued at $70 each to be awarded 
in a series of 30 daily contests. Newspapers, magazines and radio will be 
Blackett-Sample-Hummert, Chicago, is 
New York, in charge | 


for Longines-Wittnauer Watch Company. 


Congdon Leaves Steel Company for Townsend 

Pittsburgh, Aug. 5.—-George C. Congdon has resigned as advertising | 
manager, Jones & Laughlin Steel Corporation, to join Townsend & Town- 
send, New York. R. M. Gibbs, who has been assistant, becomes advertis- 
ing manager. Jones & McLaughlin was one of the first clients of Townsend | 


35 | & Townsend. 


Conditions : Indicate Bulge 
in Rural Purse for 
Months Ahead 


FARM MARKET OUTLOOK 


Advertisers Chart Campaigns. Page 2 
Farm Home Standards Rise.... " 4 
Equipment Makers’ Plans. . "sia 
Revenue Estimates ...... = 
Farm Paper Editors’ Forecast " 29 
Chicago, Aug. 5.— Unmistakable 


evidence was at hand today that the 
purse of rural America, which has 
fared comparatively well thus far 
this year, is gradually taking on a 
more and more pleasant bulge with 
farm income dollars destined to 
reach the year’s high in the months 
immediately ahead. 

Competent observers—Department 
of Agriculture experts, farm paper 
publishers, equipment manufacturers 
and national advertisers who culti- 
vate the farm market—are of one 
mind with respect to the rural out- 
look:, it’s the brightest spot on the 
business horizon. 

Highlights of a survey conducted 
by Apvertisinc Ace developed the 
following pertinent facts: 

1. Farm income for all of 1938 
will probably reach $7,500,000,000, of 
which $4,250,000,000 will be realized 
during the second half, with final 
quarter revenue totaling $2,200,000,- 
000. Although below the 1937 farm 
income the current year will compare 
very favorably with 1936, which was 
considered a good year. 

2. The existing need for new farm 
equipment presages a rich market 
for manufacturers of agricultural 
materials and supplies. 

3. Farmers have succeeded in cut- 
ting down their indebtedness to a 
substantial degree, consequently en- 
hancing their purchasing power. 

4. Any improvement in urban con- 
ditions—which seems inevitable—is 
certain to react to the advantage of 
the farm market. 


Crop Forecasts Rosy 


Favorable crop prospects § are 
shared by nearly all states, accord- 
ing to the Bureau of Agricultural 
Economics. With several important 
crops promising yields per acre 
above the generally excellent yields 
of ’ast year, and with crop losses as 
light as now estimated, total acreage 
of crops finally harvested may equal 
the 10-year average despite a gen- 
eral reduction in plantings this year. 

Wheat production may exceed rec- 
ords for all previous seasons except 
1915, the BAE said. Acreages and 
crop conditions point to a total pro- 
duction of feed grains, including 
corn, oats, and barley and grain 
sorghums, about midway between last 
|year’s fairly large production and 
|the average during the 1927-36 pe- 
riod. There was a near-record carry- 
|over of feed grain on farms on July 
1 and the next increase in the num- 
bers of grain-consuming livestock 
and poultry on farms during 1938 
is expected to be about 5 per cent. 
| if, therefore, the expected produc- 
tion of feed grains materializes, the 
‘total supply per unit of livestock on 
| hand next winter will be about as 
large as in 1932 and larger than in 
| recent years. 
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RURAL OUTLOOK 
SPURS ACTION 
BY ADVERTISERS 


Many Campaigns to Match 
1937 Efforts 


Chicago, Aug. 4.—With the word 
recession heard but faintly, major ad- 
vertisers today disclosed plans for 
fall campaigns destined to capture 
an ambitious portion of the farmer’s 
harvest dollar, even though that com- 
posite dollar is not expected to be as 
big as its 1937 predecessor. 

A survey by ADVERTISING AcE of 
advertising plans in a variety of 
tields—including reports from 23 of 
the 50 leading farm paper advertisers 
in 1937—uncovered considerable op- 
timism and indicated that flexibility 
will be a prime attribute of many fall 
campaigns. 

While crop forecasts, as shown in 
other stories in this issue, are highly 
favorable, the cash yield from con- 


version 


paigns which can be easily and) 
quickly expanded in territories that | 
may prove more 
average. 


Of 19 general advertisers who were 


listed among the 50 top spenders in 
farm papers during 1937, seven plan 


campaigns equaling last year’s, one| much more optimistic than in urban | 


has announced an increase, one a de- 
crease, while 10 campaigns are still 


“in the works” with budget esti-| 
mates yet to be disclosed. 
the equipment manufacturers are 


found elsewhere in this issue. 

D. M. Nelson, vice-president of 
Sears, Roebuck & Co., cited the inter- 
dependency of agriculture and indus- 
try, advances in rural electrification 
and optimistic sentiment among 
farmers as important factors affect- 
ing farm marketing prospects. 


Agriculture, Industry Closer 


“There is a much closer relation- 
ship between agriculture, industry 
and business,” he commented. “In- 
fluencing this is the increase in such 
farm products as butter, cheese, eggs 
and milk sold directly to workers in 
business or industry. 

“The steady increase in rural elec- 
trification is also broadening the 
market for all type of electrical ap- 
pliances,” he added. 


of these crops is uncertain. | 
Thus the projection of many cam-| 


“Present aspects indicate a favor- | 


able unit volume of business for us 
in rural areas, although a lower price 
level will result in smaller dollar 
volume, unless of course there is a 


prosperous than | sizeable advance in total sales.” 


Sears’ promotion plans will be flex- 
ible, Mr. Nelson said, with the excep- 


tion of its catalog which recently ap- | 


peared. Sentiment in rural areas is 


centers, he added, indicating that if 
the farmer is favored with a good 
cash return on his crops, he will not 


Plans of| be likely to exhibit undue sales re- 
sistance to purchase of needed goods | 


or equipment. 


The comment given by Mr. Nelson | 


on the lower price level of goods 
offered is in line with that from other 
quarters. 
pany, currently issuing its new 
catalog, showed price reductions av- 
eraging about 10 per cent from 1937 
figures. 


Federal Spending Helps 


Although reporting a loss for the 
first six months of the year, this com- 
pany expects substantial improve- 
ment during the second half, accord- 
ing to E. M. Schnadig, president. 

“Selling wearing apparel largely,” 
Mr. Schnadig said, “we invariably 
make our best showing during the 
second half of the year. 

“Currently, general conditions show 


an improvement. Large crops plus 


The River Linked [hem Jo [ROY 


TROY AND ITS HARBOR FROM THE WATERVLIET ARSENAL, 


When this picture was painted 100 
years ago the four communities of 
Watervliet (then known as West Troy), 
Green Island, Cohoes and Waterford, on 


the west bank of the Hudson River, were 


1838 


here by bridges, making the communities 
within the 3!/-mile A. B. C. Troy City 
Zone and their 119,324 residents more 


than ever one metropolitan center. 


The Record Newspapers, Troy's sole 


already from a market standpoint a part 


dailies, give you quick, easy access to the 


of Troy on the east. Because water trans- 


30,738 homes here. 


portation was easiest and most econom- 


Troy is New York 


State's lowest cost major market because 


ical the river really linked them to Troy. 


Today the Hudson is amply spanned 


complete coverage is possible at a single 


rate of only 12c a line. 


Chicago Mail Order Com-| 


LUX IN FARM APPEAL 


“because | keep their 


me dresses smart and 
new looking with LUX” 


“Four girts in 
School need mony 
washable dresses With 
Les they are go fresh 
and tright they can be 
handed straigh: doen 
the tyne —Wke Georgia's 
print end Goneviews’s 

shantung. Both ore 
ot goed after hg erent 
many Luaings 

We make whi imas 
over ~otten nae than 
one. Maetertales hot 


“Dust storms 
proved cre wwe 
economy of Lun it 

waved clothes sad 

bouredold fabsics 
thet hard rubbing 


A BIG ECONOMY 


The clothes washing problems peculiar 

to rural homes will be dramatized this 

fall and winter in Lever Brothers’ farm 
paper campaign. 


government spending are expected to 
increase purchasing power to a con- 
siderable extent.” 


Zenith Expands Drive 


Zenith Radio Corporation expects 
to spend more in farm advertising 
this year than in 1937, Edgar G. 
Herrmann, advertising manager, de- 
clared. This company has also cut 
its prices approximately 25 per cent, 
the same average holding on the gen- 
eral lines as that promoted especially 
in rural areas. 

“We are using 30 farm papers,” Mr. 
| Herrmann said, “approximately the 
same list as in 1937. Initial copy in 
our farm campaign will appear this 
month and will continue’ through 
March. 

“We will naturally emphasize our 
six-volt sets and the economy of their 
operation with Wincharger power. In- 
creased efficiency in purchasing, fac- 
tory operation and closer attention 
to our production schedule have 
enabled us to substantially reduce 
our prices. Price, however, will not 
be a dominant theme in our rural ad- 
vertising. 

“We will stress that 
sets, using Wincharger 
provide 3,650 hours 


our six-volt 
power, can 


tainment a year at a total annual 
power cost of only 50 cents. We will 
also advertise those models which 


are convertible from six to 110-volts.”’ 
Farm purchasing power, evidenced 


by current indices, is likely to con- 
tinue strong, Mr. Herrmann pre- 
dicted, with sales decreases in rural 


areas usually being much less than 
corresponding drops in urban terri- 
tory. 


Vast Electrical Market 


Recent figures on rural electrifica- 
tion—a factor of considerable portent 
| . 

;} tO many major manufacturers—show 


of radio enter- 


ee 


rural residents. The company ha, 
been a steady user of farm pape, 
space, and plans are now under Way 
for this fall’s campaign. 

Sales of petroleum products in 
farm areas are continuing at high 
levels, it is reported, with supply of 
some grades inadequate for the da 
mand. Good grain and hay harvests 
and an increase in the use of motor. 
ized equipments are named as the 
chief sales stimuli. 

In line with this trend, Standarq 
Oil Company of Indiana, a year 
‘round advertiser in the farm mar. 
ket, is staging a heavier campaign 
this year than in 1937, according to 
Wesley I. Nunn, advertising manager. 

Mr. Nunn pointed out that this 
company gets its message to the 
farmer in three ways: through its 
regular newspaper schedule, poster 
advertising and campaigns aimed 
specifically at the rural market in 
farm publications. 

The current newspaper schedule, 
covering urban as well as rural ter- 
ritory, includes 1,740 daily and 
weekly newspapers. Supporting this 
are 3,800 24-sheet posters and other 
displays at the 23,000 Standard 
dealer stations. 

The farm publication schedule in- 
cludes 27 national, state and sec- 
tional papers. In the first group are 
Capper’s Farmer, National Livestock 
Producer and Successful Farming. 

Ethyl Gasoline Corporation, which 
played an important part in the de- 
velopment of high compression en- 
gines for farm tractors and entered 
the farm market three years ago, has 
a campaign already under way which 
will equal last year’s drive. 


Conoco Budget Equals ’37 


Another major farm advertiser in 
the petroleum field that will main- 
tain a heavy schedule this fall is the 
Continental Oil Company. A cam- 
paign of the same proportions as last 
year will include 13 publications, in 
which copy promoting the use of 
“germ processed” oil in full and half- 
page space will appear. Color will be 
used wherever available. 

On the Continental schedule are: 
Arizona Producer, Capper’s Farmer, 
Farm and Ranch, The Farmer-Stock- 
man, Idaho Farmer, Kansas Farmer, 
Missouri Ruralist, Montana Farmer, 
The Nebraska Farmer, Utah Farmer, 
Wallaces’ Farmer, Western Farm 
Life and Wyoming Stockman-Farmer. 

The copy which Continental will 
use will be similar to that employed 
for the past two and a half years. A 
“tank truck” page, which utilizes the 
newspaper-within-a-newspaper tec h- 
nique, will carry the selling message. 
Tracy-Locke-Dawson, Inc., New York, 
is the agency. 

Joint Railroad Appeal 

Railroads will capitalize the in- 
creased movement of farm products 
expected to materialize in the fall 
and, in line with this, the Association 
of American Railroads will maintain 
as wide a coverage in the farm field 
as last year, despite the fact that the 
association’s total budget is some- 
what reduced. National, sectional, 
and specialized farm papers will be 
used. 

The big tobacco companies are giv- 
ing a lot of attention to the farm 
|}market but in only a few instances 
have plans been completed. Liggett 
& Myers Tobacco Company started 
| promoting Velvet smoking tobacco in 
farm papers last year in a campaign 
separate from its Chesterfield drive, 
| but this fall’s schedule will not be 
made up until September. American 
| Tobacco Company will use a farm 
' schedule about the same as last year. 
| Lambert Pharmacal Company ham- 
|mers away at the farm market 12 
months a year, and plans no special 
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| Wineharger Corporation, a Zenith 

| subsidiary, has not yet completed its TO EMPLOYED EXECUTIVES 
fall program, although a spokesman 

'for the company said that it would SEEKING A BETTER CONNECTION 
probably be of sufficient extent to Confidential procedure helps < 
again give Wincharger a place among tal terviews and ‘closing’ ! 
the leading farm paper advertisers desired connection by a plann 

RCA Mfg. Company has a special presentation. Campaign created 
line of battery radio sets which are " — lee of $100 Mail 5 
promoted to that part of the farm ~ on 250 . oa Pres ol - “ 
market without electric service its Y k Y ; 
J. A. VIGER, ADVERTISING MANAGER | standard line is advertised to other = 
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Why would that stop him? Because it’s news—the best stopper of them all—news that 
directly affects his pocketbook. It’s the “pocketbook news” in Farm Journal that “stops” readers 
the day it arrives. For they know that Farm Journal brings the kind of newsy, last minute 


information it pays to read AT ONCE. 


When, in the August issue, Farm Journal says “Get rid of corn earworms in this way: Clip the 
silks after they begin to turn brown...” farmers read it. It is news that was not available until 


a few days before. But Farm Journal (because it prints and delivers on a 4-day writer-to-reader 
schedule) brings it at exactly the one time when it is “cashable” — before corn silk has turned brown. 


Corn earworm is the most destructive insect enemy of corn in the United States. News of this 
effective new method for eradication, delivered at the right time, is big money news for farmers. 


This is just one of the many “pocketbook” brevities from a magazine that brings “cash news” 
to more than 1,350,000 farm families from coast to coast. 


This is why Farm Journal “stops” them. And this is why on a “pay out” basis more and 
more advertisers report Farm Journal heading the list. 


THE NATIONAL NEWS MAGAZINE 
FOR THE FARM FAMILY 


aa 


= aay 


Washington Square - Philadelphia, Pa. 


re . , s * ; 
oe 
2 ‘ Conny 
# { © ee ao = 
t | 
e PF | 
4 ot 
sf Ly oo 
, see 
. i a Picea " 
S oa mA 2 
0 aga: OS % eae 
4 oe Sot ae 
4 e: om ~ ie! “4 a na oo 
- eae 
\ Sa) ; 
; ges oe 
% a t \ ae * Haat oat, m4 , ae 
biti ~ ae a 
Sa et _ \ 2 ee aa - . 
¥ y a atid 7 . “+ ; ‘ : 
¥ 1 * a \ he ‘ 2&3 : > 
_ os . | 
/ a7 - ek. A 2 1 @ 
; Bie Seldo a ‘ H “4 >f “ i4 ; 
ie , gait hn SRR a aN aoe en za 
ea - _ ee ait on P ee 
4 . a — ral <F pp aru ay' yg — 
— j= Ae fll _ ae . S se » a —- “a ‘ 
4 ™, . h “ ' ag a iy 5 N s. Re! as i a : ' y Sy, sn ath : 
Cc, a Se ie © tte Pd ee i ae he 0. ee . 
i E4 pe om « Marert, . < Wi a ae oe a a ; irs : a + a Py 4 + 3 “ _ ia = ka OM @., a —* a4 5? ne ‘ . wy ‘gt he . 4 ar, 
bai >  * ia ee RN a nee 
: ‘ a «4 ote: athe rk 4 4 ‘ = ‘a 3 a —— 4 one wd = * —_— a - a & oe a4 a Fading * by alt Dies a ae wa . le sac on Li. a S -hal + a> , . . e y —_ ssi la 
Ps o * ‘ +<* * rm + es aL al _ ae iz » pu " Jat, a i oe Pere eT ee il Ft , wt wink : 74 by: : eae eek . / Ps : . : r. %, \ : aa 
| x % cn ui. e ‘ ‘ae ped ‘ ,. 7 = _ ae ue SS " e* , %. a e ; cc m4 £. Fi :: a 7, i... a ~ Re, a a * “a, fon a 
> - “oe 7 : a = tes — ee — somn ; oe om nthe a " . " z= a “ at sees ot a << be N 4 Pe ¥ " 
4 é« a 4 a 9 <e. es a es iba at 1 eee i ae : ge . he ee 8 oe “4 ty: ge aie = Sit. neree ta ieee ae a ese , ie Es "he Pe ‘1 . x ve. _— > + a : > 5 4 Pit, 
se ett ‘se Pe get ~., ~% a Ki "ts Pie Phe: et eee fe ee rg eee ae ee A Pactiete a Ms oe F ay : 2 vee | Se Pog ; ; 
“oh A ate eg “vf er ee, ‘ i iS. eo, ae : ; oe =~ "on oo = ce eal a a . ahaa ~ *y _ 9 ae. i aN a 
ae Me -? “6 of os "7 ; ~ we Tat —_—" e . ee . a 7 aa 3 ee ~ a % . ~ | 
) ¥ ae ‘ a + ® my wi ii a : Fei, ets " ms e 1 omy Se ‘ 7 ’ ; —_ * > " ye) te P "tim , | = 
| ei a . i rs 6 vz a *, i ag ‘ ; % ea Oe a * :. ‘“ ~ “ie . 7 bert a Nan, . “ith gen ~al 3 
PT A res SY a | a a es . sf -% = eg ORE ees ae 
. bo ae ? + F sia * at ‘ AM " Pi ts ee ” « ad oe 7 = " a iptign iar v i Om a 7 mr L on 4 : f a . w oe + _— > a bees a ew we . i % 2 4 
te Eg “ty ig Uy Dom a i | Pt < ee ee f- ) ee a eee. | SF YS Ae wy ate 4" 
rhb q4 Ne id , “a eos. ~: se oe ia ae oe , ee <s, ‘ ‘ Pins © . ae ae he 
: 5 é ee ae Fe a. i, meee ‘ Mee ee Ot. oe og ee ea . a At 9 rs ‘ > 6 : 
| i ik b Me eH 4: oe |. Ls en. | ee ee he OS Pt, on 
, ; ey. 5 “ wa. ht en = a: P ; - § ee 3 4. ee rae ay “ec: aa ae = an “‘_ a ; ae ete = Yi \& ——- Pe Zz re . = F wo ee . 5 < ‘“ Nin ~ = : : 
| ae ee F ee”. a 3 ? i ee ye a ea Ri, oe ECO SN ) i eS. oe a 
. Gees > ad -F F hea Bowe oh cae eee tae . Y juol a a ae a ee ee ea aus = i! ie he a igs FF « »* fa 2 “. Wek +: - em 
7 CE i i i. ie NN 
, eee be , i? 2 a ae oe, a 
" 2 : Bw Mh ig Cus ie oe ck on ie: 5, ic a se : 4 *. r i ‘. - = 4 5 -_ 7 mS 7 a a : 3 a Se ven a nl § oo . 7 a Ea ny 7 ¢ : . ie ” ¥ " x ~ * Ke ** » = . “a f 
. , er a ete ee ae Ig ll. re : 
i Eg og hy Bs og ay a cee < a pb re “5, a oe ht tine Art, » Sp . RIL ci ha “ tt WB td * ti o " - io ae eae) a |: , ee pee . wf Tore Ne : th a" bing | aay 
tt SO SS ee oa OO ——— ; Ne AS eae. as 
ei "es, ee oS A one. ad - : , ae Sey ‘ 4 = “ty, “se * y ei ft ee oe a ‘. ‘Gem Aad ‘> be 
Balsa ee ae otto? 2 ~ — .vmrawee 2 ceed: — 6 : - ae Ge" oe . igi. 
eae a” % oe eae ae ae i OC EO ON me! rr aaa ee. tn =P ee) ae _—— 
» fae Soll i. 4 A i. T44 ee a oe > 4 “6 ¥ 7 3 ; mn a “— fail oe re dogs - Waa : el NSS i. rL LIN. & oe 5. een : oie ar) 
$i te ee ee : rae. i ee é 4 fa ee f ih i. ‘ ey ne + ela % s a 6 FON % . a ee ah SiS ee 2. a 
’ & *% # of - Th a Cas ap, « >” * oa * — bey * os ‘ gms. a ' z 2 Ay “ pee. - ‘ ‘ Ly Fink x bi % SERA” ¥, ‘ a as : 
BMS an Vege Do Megs. Se “oh Sua OAR 
i BS SR Ace va ae: Y £4 a a os . ne es "as Mee ae ps . a 4 ie |e J, >a vas. ing - ™ - 
’ bos  * rr Po ae bss ha he PN “~~. 4 See ’ ~~ & oo —. ae RS. oe tae re ee Wy» hae : ' q 
] a Se, ¥s * * ed - ie sale | ed b ws ingle “~ = VPs t » . : 4 ) > ee er 7. > % 4 ein. oe + aie r We 2 ~ nD ee ’ “ SS , af 
by a a ee ¢ ae gO OS, $ Pg ntl A > eg as bee. i a. *, ae _ ~~ yf on ¥ - 3) "ee ee ee, bud & _ . ee ‘ « o eae “” # 
when” : : tee ’ ~ ere - 4 : P ea = i. Se eh, PSAs ‘a 
Meee 2% > ee s lS”) ie ee aie. et ee ) “ONS Pip Lt oe 
eel a me , Pine we Tee f° -4 <. me ume Ee *% , . i 7 ae. a” Pm a eee ak : a ees ~>* te ae cei 
l es ee eet Wi ——a ee “ aire" Fens —e : > + ee” ae Eee, m eee ee, e . F ie . i fA i «is “ov 2a aan 
7 te — “ » a Lagan, ™ Paty : cae bei ’ <= . ° . 3 = : % 4 eae _ a 
3 
J 
° Sa 
5 ; ; 
1 ii ila 
ee 
n 
i i 
e 2 
be 
, 
8 
n f Pe 
S 
t 
d 
n 
n . 
e i 
n pes Sit 
| ee : 7 
,. Meee: 
, 
) 
l 
d om 
1 am F 
en ea = af | prea i ae = 
D4 i377\ ; ‘ 
——C JOURNAL § 
ix, ay : o 
<> r aoe t ahs. c M + ; ‘ =\ 4 a a ‘ ‘ * ? ‘ s . : . < s8 “ a ee a 


sh 


te L». 


4 


ADVERTISING AGE 


193 


ing contained six rooms and was 

Surv ey S h Oo Ww s valued at approximately $1,500. 
e e | The Bureau comments upon the | 
R ise in Fa YIM |striking difference shown between 
|}various groups of farmers. For ex- | 
Home Standard ample, only four out of the 285 Negro 
cae jand other non-white operators in-| 


Washington, D. C., 
standard of living on 
farms has risen materially 
1930, the Bureau of the Census re- 
ported today, indicating both the re- 
sults of and possibilities for expand- 
ed advertising effort aimed at rural 
audiences. 

Notable 


Aug. 4.—The 
United States 


increases the 
Bureau reported, in the 
of farm dwellings lighted by elec- 
tricity and having bathrooms and ra- 
dios. Farm tractors, it was added, 
have shown a “phenomenal” increase 
in number, while motor trucks and 
automobiles have also shown gains. 


are shown, 


Auto for Seven in Ten 


Of the farms included in the Bu- 
reau’s survey—a sample admitted to 
be somewhat above average-—-seven 
in every 10 farms had autos, six had 
radios, and four, electricity. On three 
farms out of every nine, water was 
piped into the dwelling and on two 
of these, into the bathroom. Tele- 
phones were on three out of every 
eight farms, tractors one out of 


since | 


proportion | 


‘cluded in the survey and located in 
Southern states reported electricity 
as compared with one-third of the 
| white operators in the same area. 
Owner-operators also fare much 
better than tenant-operators, the Bu- 
reau reported, although this varia- 


tion was less in Northern and West- 
| 


‘ern states. 


ing conditions, released by the 
reau of Agricultural Economics in 
cooperation with the Social Security 
Board, disclosed a 31 per cent varia- 
tion in living costs. This variation 
is based on a regional index of dif- 
ferences between prices paid by 
farmers as of March 15 for food, 
clothing, shelter and transportation. 
Prices of lumber, furniture, and 
miscellaneous household items were 
‘used in the study to reflect variations 
in housing costs. Prices of automo- 
| piles, fuel, and equipment were em- 
| ployed to show differences in the cost 
|of transportation. 
| Prices paid by farmers for articles 
lused for living, the study 


Another current study on farm liv- | 
Bu- | 


| 
| 
| 


reveals, | 


CHARTS NATIONAL OUTLOOK ON FALL FARM CROPS 
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CROP PROSPECTS, JULY |, 1938* 


PROSPECTS AS INDICATED BY 
REPORTS FROM CROP CORRE - 
SPONDENTS OW “ALL CROPS” 


This chart, prepared by the Bureau of Agricultural Economics, Department of Agriculture, offers an encouraging forecast on 


every three, and motor trucks on one | were highest in the Far West, with | heading the list in the order named. 


out of every four. The average dwell- 


|Nevada, California and 


Montana | Lowest living costs were found in 


Radio’s Number-One News Service 
Now Available on Southern New England's 
Number-One Radio Station 


Available September 1 . 


DAILY « 8 A.M. © 1P.M. © 6 P.M. © 11 P.M. 


Rates and further information Wwill be supplied on request 


50,000 
WATTS 


Representatives: Weed & Company e« New York 


15 minute periods 


WT! 


The Travelers Broadcasting Service Corporation « Member N.B.C. Red Network and Yankee Network 
Paul W. Morency, General Managere James F. Clancy, Business Manager 


Detroit 


Transradio News on WTIC 


HARTFORD 
CONN. 


Chicago San Francisco 


fall crop prospects. 


the region east from Arkansas and 
Mississippi to the Atlantic Coast and 
in Kentucky. Prices paid by farmers 
averaged higher in sections more re- 
mote from this region. 

To quote from a Bureau of Agricul- 
tural Economics report on the study: 

“A number of reasons may be ad- 
vanced to explain these wide geo- 
graphic differences in prices paid by 
farmers. One of the principal tac- 
tors, however, was the difference in 
the average quality of many articles 
purchased which is a reflection of 
the variations in the customary mode 
of living. The Southeast is a region 
of low family income where the 
farmer must sacrifice grade and qual- 
ity for a low per unit cost of his pur- 
chases. The North requires pur- 
chases of heavier and more expen- 
sive clothing for climatic reasons. 
The relatively long distance from the 
source of supply helps to explain the 
higher prices paid in the Far West.” 


Distributors Elect 
Adler as President 


Arthur J. Adler, James T. Cassidy, 
Inc., Philadelphia, was elected presi- 
dent of the Trade Association of Ad- 
vertising Distributors at the annual 
meeting in Detroit. An attorney was 
retained to prepare an analysis of 
legislative and other problems con- 
fronting the industry. Other new of- 
ficers: Vice-president, Joseph H. 
Reass, Reass Advertising Company, 
Wheeling, W. Va.; secretary-treas- 
urer, Roy Ziegenfuss, Triple A Ad- 
vertising Carriers, St. Louis. 

New directors are W.C. Wood, Har- 


risburg Booster, Harrisburg, Pa.; 
Harry Sklar, Michigan Advertising 


Distributing Company, Detroit; M. 
G. Burkhart, A. A. Distributing Com. 
pany, Omaha; Merle Spandau, Pub- 
licity Distributing Company, Pitts- 
burgh; Ferd W. Coleman, Coleman 
Distributing Service, Williamsport, 


Pa.; E. M. Fedder, Fedder Advertis- 
ing Distributors, Baltimore; Pat V. 
Roach, Accurate Distributing Com- 


pany, Toronto. 


| iene 
Steel Publications 

Promote Executives 
| N. R. Moll has been appointed vice- 
| president and secretary of Steel Pub- 
| lications, Inc., Pittsburgh, publisher 
of Blast Furnace and Steel Plant and 

Heat Treating and Forging. Charles 
Longenecker becomes vice-president 
|in charge of editorial. 

Mr. Moll has been with the com- 
pany for 19 years, recently serving 
as sales manager and assistant treas- 
urer. Mr. Longenecker was active in 
the industry before joining the pub- 
| lishing company in 1926. 


Toledo Abandoned 
by Scripps-Howard 


The Toledo News-Bee, Scripps- 
Howard newspaper, abandoned publi- 


cation with its issue of Aug. 2. The 
Toledo Blade, Paul Block paper, is 
left as the only occupant of the 
afternoon field 

C. K. Matson, editor, and W. C. 
Coutney, business manager of the 
News-Bee, will retain their connec- 


| tions with Scripps-Howard 


Last Quarter 
to Mark Rural 


Revenue Peak 


(Continued from Page 1) 


sweeter, Government payments will 
boost total 1938 farm income to 
about $7,500,000,000. Furthermore, 
price fluctuations will change the 
picture only slightly if at all, accord- 
ing to the experts in the Depart- 
ment of Agriculture. Prices of some 
commodities may decline seasonally, 
while others will advance, but these 
fluctuations usually cancel each 
other, so that the advertiser apprais- 
ing the farm market can make his 
plans with confidence that the over- 
all status quo will be maintained. 


Chart Shows Total Revenue 


Many general advertisers profess 
to be intimidated by studies de- 
signed to show division of farm in- 
come by products. While an analysis 
of this kind often yields dividends 
to the marketer who is willing to 
devote enough time and study to it, 
a far simpler method of appraising 
geographical potentials of farm pur- 
chasing power is offered by tne 
Bureau of Agricultural Economics, 
which takes many of the headaches 
out of the mathematician’s problem 
with estimates of the total revenue 
of each section. These estimates are 
based on the pattern established dur- 
ing the first half of the year. 

A detailed breakdown of farm in- 
come reported by the Department of 
Agriculture for the country’s six ma- 
jor geographical divisions during the 
first five months of this year, ap- 
pears on page &. 
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an ever-present 


reminder, day and night, of your 
product. It the 
sold. He can't forget . 
customers won't let him. 


Brilliant 
BUY NOW 


to get a 

“U-S” Transparency 

on your dealer's window 
or door 
keeps dealer 
. his 


“L-S” knows how to produce 
Transparencies that are vivid 


that STAY 


Try out a specimen we will 


compelling on the 
job. 
send you and see how easy it is to 


put up—how difficult to remove. 


The UNITED STATES PRINTING and 
LITHOGRAPH COMPANY and DIVISIONS 
WOME OFFICE: 320 BEECH STREET, CINUTRTTATI, OHIO 
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...and what you 


tr Premium busoline 


don’t know about 


it and might like to find out 


Teacher, what is a premium gasoline? ... A premium gasoline, Johnny, 
is a gasoline containing Ethyl. Ethyl gives it that extra pep, power, 
and zingaroo... Does everybody who drives a car buy premium gasoline, 


Teacher? .. 


Now get this. We just finished a survey. A survey 
is something magazine salesmen bore advertisers 
and agency men with. 


But some of these men are going to be very sur- 

going y 
prised. This is far from the common or garden 
variety survey. 


This survey, the LARGEST ever made by anybody 
anywhere anytime, reveals the buying habits of 
173,751 families. They read the American Weekly. 
They live in all parts of the United States. It shows 
that more than 20% of those who own automobiles buy 
premium gas. Regular folks! They want the best! 


What a surprise to the ad-school boys and girls 
who insist that a very big circulation precludes any 
idea of real buying power. 


If you could see what these 173,751 families use 
in their kitchens, laundries, bathrooms, bedrooms, 
living rooms and garages you’d get a new picture 
of America at its shopping . 
at work! 


. and advertising 


. No, only a certain percentage, Johnny, less than 7%. 


Whether your job is advertising premium gaso- 
line or laundry soap, toothpaste or toasters, shav- 
ing cream, face powder, electric refrigerators or 
what have you—this X-RAY EXAMINATION is 
packed full of new information about the people 
who buy them. And these products represent only 
a few of the pay veins in this new gold mine of 
information — just compiled! 


THEAMERICAN 
rr [EEKLY 


Circulation 
“The National Magazine with Local Influence” 


in the World 


MAIN OFFICE: 959 EIGHTH AVENUE, NEW York CITY 


BRANCH OFFICES 


PALMOLIVE BLDG., CHICAGO ..... 5 WINTHROP SQUARE, BOSTON 
HANNA BLDG., CLEVELAND...... EDISON BLDG., Los ANGELES 
HEARST BLDG., SAN FRANCISCO..... ARCADE BLDG., ST, Louis 


GENERAL MOTORS BLDG., DETROIT . . . 101 MARIETTA ST., ATLANTA 
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FARM FIGURES 
TO DATE MEAN 
PROGRESS AHEAD 


Five-Month Record Better 
Than Industrial 


Washington, Aug. 4.—Despite the | 
fact that the country’s six 
geographical divisions recorded de- 
clines in receipts from farm market- 
ings during the first five months of 
this year as compared with the same 
period of 1937, rural income held up 
much better than income in the in- 
dustrial field. Latest Department of 
Agriculture figures, covering Janu- 
ary through May, show the follow- 
ing: 

In the North Atlantic States re- 
ceipts from crop sales totaled $309,- 
666,000, a decline of 5 per cent from 
the 1937 figure of $326,708,000. 
Potato prices were chiefly to blame 
for the drop in New England while 


elsewhere meat animal sales ac- 
counted for the decline. States in 
this region include Maine, New 


Hampshire, Vermont, Massachusetts, 
Rhode Island, Connecticut, New 
York, New Jersey and Pennsylvania. 


major | 


The East North Central States, 
consisting of Ohio, Indiana, Illinois, | 
Michigan and Wisconsin, showed an | 
income decline of 9 per cent from | 
January through May. Totals for| 
this year and last were $574,744,000 | 


and $633,337,000. The loss was at- 
tributed mainly to lower income 
from crops and livestock sales as 


well as government payments. Corn 
sales continued firm in Indiana as | 
compared with last year but | 
sales in the other states fell. 

The West North Central States of | 
Minnesota, Iowa, Missouri, North 
Dakota, South Dakota, Nebraska and | 


crop | 


HOW AGRICULTURE HAS FARED THIS YEAR 


= 


> 


_ oo 


fs } 


With 1937 as a basis of comparison, the patterns above indicate how various sections of the country compared in 
income during the first five months of this year against the same period of last. 


Kansas showed the best record dur- | 
ing the five-month period with sales 
totaling $606,398,000 this year,| 
against $608,684,000 in 1937, a loss of | 
less than 1 per cent. Corn receipts 
jumped Iowa's total 63 per cent and 
a 30 per cent increase in the North 
Dakota receipts from crop sales was 
largely due to increased income 
from wheat. Corn and _ potatoes 
were factors in increased South Da- 
kota receipts but decreases in wheat 
receipts of 56 per cent in Nebraska 
and 30 per cent in Kansas brought 
the total regional receipts under last 
year’s figures. 

The South Atlantic States of Del- 


aware, Maryland, Virginia, West 
Virginia, North Carolina, South 


|}cent in 


in the accompanying story. 


Details of these income figures appear 


Carolina, Georgia and Florida 
dropped from $234,555,000 in 1937 
to $204,895,000 for the first five 
months of 1938. The drop of 13 per 
cent in all farm marketings was due 


to less government payments, de- 
creased income from cotton, citrus 
fruits, truck crops and _ potatoes. 


Hogs and dairy product sales were 
up. 

The South Central States of Ken- 
tucky, Tennessee, Alabama, Missis- 
sippi, Arkansas, Louisiana, Okla- 
homa and Texas showed an income 
decline of only 1 per cent, from 
$410,362,000 to $406,869,000. In- 
creased cotton receipts of 55 per 
Texas and 18 per cent in 
Oklahoma contributed to the excel- 


lent record, despite a drop in live- 
stock sales and government pay- 
ments. 

Greatest decline for the five-month 
period was shown in the Western 
States of Idaho, Wyoming, Montana, 


Colorado, New Mexico, Arizona, 
Utah, Nevada, Washington, Oregon 
and California. Income this year 


was $349,306,000, a drop of about 20 
per cent from the 1937 total of $432,- 
485,000. Although government pay- 
ments were about the same this year 
as last, livestock sales were smaller. 
New Mexico and Arizona cotton 
marketings brought up crop sales in 
those states 10 and 44 per cent re- 
spectively, but other states showed 
sharp declines, 


es 
——— 


Smith Eastern Head of 
Building Supply News 

R. G. Smith, vice-president, Indus- 
trial Publications, Inc., Chicago, has 
been placed in charge of Eastern ad- 
vertising for Building Supply News, 
with headquarters in New York. 
R. W. Davis will work exclusively 
on Practical Builder. 

A. J. Fehrenbach has been ap- 
pointed assistant executive editor of 
the company, continuing headquar- 
ters in Cleveland. He is succeeded on 
Practical Builder by R. W. Phelps, 
whose duties on Ceramic Industry, 
Brick & Clay Record and Ceramic 
Data Book have been assumed by 
H. B. Foster. 


New Whisky Package 


Becomes Guarantee 

A new package developed by 
Fleischmann Distilling Corporation, 
New York, for Black & White 
Twelve, has made the numeral an 
integral part of the trade-mark, thus 
taking the form of a guarantee of 
age. The device is said to be entirely 
new in the whisky field. 

Every bottle also carries around 
its neck a pair of the Black and 
White Scotties which have become 
popular charms and souvenirs. L. H. 
Hartman Company, New York, 
handles the account. 


Mutual Conference 


Selects Syracuse 
The eighth annual Mutual Insur- 
ance Advertising-Sales conference 
will be held in Syracuse Oct. 3-6. 
Convention headquarters will be in 
the Hotel Syracuse, which will also 
accommodate the big exhibit which 
is an annual feature of the mutual 
insurance convention. 


Greyhound Uses Film 


Greyhound Lines Company has re- 
cently released a three-reel motion 
picture titled “Travelogue,” to its 12 
divisions throughout the country. 


Elworthy in Charge 


A. B. Elworthy has been appointed 


Chicago manager for Look. He was 
formerly vice-president of Forbes 
Magazine. 


agaame 


IS BOUGHT BY MORE R.F. D. FAMILIES 
THAN ANY OTHER? 


More than 1.124.000 R.F.D. 


families tore the wrappers off the April issue of 
The Country Home Magazine—The largest net paid 
n.F. D. circulation of any magazine in history! 
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Every month sees some crop harvested in the valley surrounding Phoenix. 

In June and July more than 1,800 carloads of early cantaloupes rolled away 

to eastern markets, bringing the highest prices in five years! Returns will ma- 
terially increase Arizona’s $21,226,000 farm income for the first five months 

of 1938 . . . a gain of 4% over the same period of last year. Noteworthy 
because Arizona was one of two states of the ten in its region to show an/f 
increase. An indication, truly, of the bright business prospects in this gold 
nugget of western markets. Earmarking the fact, too, that if you want 4\ \ 
to make sales, advertise where sales are being made! 


BLANKETING THE GOLD NUGGET OF WESTERN A ETS 
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"Serving Arizona With The Best In Radio 
DICK LEWIS, General Manager 


pos HALL, National Advertising Manager — ; ie Representatives — The KATZ AGENCY — New York, Detror, _ 
Biot, 3 Mage isemet tates E Rrainnl- Cos Mow 0h Chitin, WeetiAig Ace iee fu. PO Chicago. Atlanta, Philadelphia, Kansas City, Dallas 
WALTER BIDDICK CO., Los Angeles. San Francisco. Seattle 
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SALES PICTURE 
BRIGHTENS FOR 
FARM EQUIPMENT 


'38 Sales Estimate Is 10% 
Under '37 


bumper crops and the existing need 
of many farmers for new equipment 


have considerably heightened the 
fall sales outlook for farm equip- 
ment manufacturers, reports to 


ADVERTISING AGE indicated today. 

This sales picture is a more opti- 
mistic one than that during the sec- 
ond quarter of the year when farm 
equipment sales dropped sharply 
after running ahead of 1937 figures 
for the first four months of the year. 

Of those major equipment manu- 
facturers who have completed plans 
for fall campaigns, a majority said 
that budgets would equal those of 
1937. Several, however, reported 
that because of uncertainty on the 
question of farm purchasing power 
campaign plans were still in the 
formative stages. 

A current Dun and Bradstreet re- 
port estimated that manufacturers’ 
domestic sales of farm equipment 
for the year will total approximately 
$456,000,000 or about 10 per cent 
under last year’s figure. 

“Bumper crops in so 
tricts,” the report asserted, “have 
caused upward revisions in esti- 
mates of retail sales for the second 
half of 1938.” 

An increasingly large percentage 
of these sales is in the tractor field, 
it was pointed out. Of total sales 
of farm equipment, tractors con- 
tributed 24 per cent in 1922; 42 per 
cent in 1936 and 50 per cent in 1937. 

A special sales campaign now being 
conducted by International Har- 
vester Company on its F-2° Farmall 
tractor features a “deal” offer in 


many dis- 


which the purchaser of the tractor 
is given his choice of six free im- 
plements. This drive will run 
through Sept. 15 with copy appear- 
ing in mid-August issues of farm 
papers. Special dealer copy and 
spot radio are also scheduled. 

Harvester’s general advertising 
and sales promotion program, ac- 
cording to a company spokesman, 
will call for the same expenditure 
as in 1937. The number of publi- 
eations and insertions on the sched- 
ule remains unchanged. 

This spokesman, commenting on 
general prospects in the rural field, 


said, “It is true that heavy yields 
of farm products usually mean 
lower prices, but there is neverthe- 


less a favorable psychological factor 
in a good crop year that is hopeful 
to business. 

“In view of the unusually good 
yields in nearly all crops this year, 
the larger amount of produce the 
farmer has to sell should materially 


offset the lower price for these 
crops. 

In the Northwest wheat states 
this psychological factor is more 


than ordinarily important, with this 
being the first good crop in a num- 
ber of years and there being no 
question but that the farmers in 
those states are in need of new 
equipment.” 
Governmental 
efforts of the 
ment Act to 


assistance and 
Agricultural Adjust- 
place a “floor” under 
farm product prices should also do 
much to maintain farm purchasing 
power, this executive added. 

Oliver Farm Equipment Company, 


another among the first 50 adver- 
tisers in farm papers last year, 
plans but little promotional effort 


for fall. J. M. Tucker, general sales 
manager, explained that the major 
season for this company is during 
the spring months and that plans 
for the 1939 campaign had not yet 
been definitely settled. Lower prices 
on corn are certain to affect the 


|sale of corn pickers during the fall 


months, Mr. Tucker remarked. 


Keystone Uses Film 
Steel and Wire 
pany, Peoria, beginning its 
year July 1, plans an 
expenditure equal to that for 1%.)- 


Keystone Com- 


fiscal 


advert.stiyr | 


Meet him through 


WCLO 


We're sitting pretty, for we're 
alone in the Dairy and Swiss 
Cheese center of the United 
States, 


Folks within the 50 mile 
radius of Janesville depend 
upon WCLO for news, sports, 
1-H and 5-H Club and com- 
munity activities and for re- 
mote and shortwave’ broad- 
casts of interesting farmers. 
fairs. circuses, carnivals and 
athletic events. 


During the past 167 
local and national 


using WCLO. 


year, 


totaled $85.200.000 last year. 


The BIG SHOT 


in Southern Wisconsin 


is THE FARMER 


accounts cashed in on 


Yes, we've got something here for you National Advertisers 
253.500 listeners in our primary area alone. 


Farmers in these parts are having a big year. 
one too, by ordering WCLO to get your sales message into the 
homes of these prosperous Southern Wisconsin families. 


WCcLO 


Owned and Operated by the Janesville Gazette 
Janesville, Wisconsin 


market 


this rich 


Retail store sales 


You can have 


Homer Hogan 


FARMS SET PACE 


HOW INCOME HAS SHIFTED TOWARD THE FARM 
1 1 
on INCOME PRODUCED os 
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This chart indicates how farm income 

during the past few years has been step- 

ping ahead of all other sources of 
revenue. 


38, O. A. Brock, advertising man- 
ager, reported. 

“If present prices for farm prod- 
ucts are maintained,” he said, “we 
see little lessening of farm purchas- 
ing power. 

“Our campaign involves radio, 
farm papers, direct mail and trade 
papers and will feature as before 
the advantages of fencing in a prof- 


itable farm handling program. 
“We also make promotional use 
of a book, ‘Hidden Treasures in 


Your Soil,’ and a sound film telling 
the same story to demonstrate the 
proper use of farm fencing as a tool 
for increasing income.” 

Louden Machinery Company, Fair- 
field, Ia., likewise has a fall pro- 
gram equaling its 1937 drive which 
will have as its theme one of the 
best known slogans in the country 

We planned it that way—’” 
| credited originally to President 
| Roosevelt, 

R. W. Louden, advertising 
lager, emphasized that in the 
l/equipment field much of the equip- 
| ment is sold on an engineering or 
|planning basis. “In other words,” 
he explained, “we help a farmer 
| plan any improvements that are 
contemplated in the hope that he 
'will place his equipment require- 
iments with us. Thus comes the 
— of our campaign.” 


Flexible Shaft Expands Drive 


| Low dealer stocks at present are 
expected to spur sales for the Chi- 
cago Flexible Shaft Company, ac- 


manh- 


cording to J. H. Mills, head of the 
jfarm equipment divisjon. 
| “Spring sales on shearing equip- 


|ment exceeded 1937 totals,” he re- 


| marked, “and fall market prospects | 
Our |! 
has | 


| look reasonably 
| promotional 
| been 


good to us. 

program for fall 
increased in nearly all 
papers.” 

| Mr. Mills also said that 
|}pany expected a continuing 
the rural market sales of its Sun- 
_ beam appliances, due _ partly to 
broader use of electricity on farms. 
As yet, however, he explained, the 
rural percentage of Sunbeam sales 
is not large enough to 
vertising specifically 


farm 


rise in 


directed at 


this market. 

Cleveland Tractor Company has 
not yet completed its winter and 
spring plans, although Paul C., 
|Nordloh, advertising manager, said 
that extensive dealer activity indi- 
jcated favorable sales prospects. 
| Farm income, he asserted, is 


likely to be considerably bette: 
early estimates indicated. 
|sales will account for a 
portion of this income, he 


than 
Tractor 
sizeable 
added, es- 


timating that the replacement mar- 
ket alone called for the sale of 
150,000 tractors annually. 

Clay Equipment Corporation, Ce- 


dar Falls, la., has not yet made defi- 
nite fall plans. J. D. Joy, advertis- 
ing manager, said that the 


program 


would probably be the same as in 
1937 when the schedule included 
18 state and national farm publica- 
| tions. 


The company will continue to ex- 
ploit its entire line of farm 
building equipment, rather than con- 
centrating on individual 
items. 

F. A. 
iJ. 1 


steel 
one or! 


two 


Wirt, advertising manager, 
Case Company, Racine, said that 


barn | 


the com- 


warrant ad- | 


a 


3 BROADCASTS 
DAILY FOR P&G 


New York, Aug. 3.—Procter & 
Gamble Company, Cincinnati, 
through Compton Advertising, Inc., 
New York, has started three broad- 
casts a day of the “Vic and Sade” 
show in the New York area. Fea- 
turing Crisco, the show is being 
heard by transcription at 8:30 a. m. 
over WOR; at 11:15 a. m. over NBC 
Blue network in a live broadcast; 
and at 1:15 p. m. over CBS in a 
repeat live broadcast. The comedy 
sketch takes up the sponsorship of 
Crisco in place of the transcribed 
“Houseboat Hannah” show. 


Cleaning Fluid Program 


Starting Sept. 8, Fletcher Wiley, 
under the sponsorship of Soil-Off 
Manufacturing Company, Glendale, 
Cal., for its cleansing fluid for walls, 
will broadcast over eight CBS Pa- 
cific Coast stations. The program 
is scheduled for Thursday, 12:45 to 
1 p. m. Hillman-Shane Advertising 
Agency, Inc., Los Angeles, is han- 
dling the account. 


Midway Renews 


Midway Chemical Company, Chi- 
cago, effective Sept. 26, has renewed 
for 52 weeks on 18 NBC Red sta- 
tions, through Blackett-Sample-Hum- 
'mert, Inc., Chicago, “Mrs. Wiggs of 
\the Cabbage Patch” to be heard 
from 10 to 10:15 p. m., Monday 
through Friday. 


| Chesterfield Continues 


Whiteman 


Liggett & Myers Tobacco 
|}pany, New York, for Chesterfield 
|cigarettes, has renewed the Paul 
| Whiteman program over CBS. effec- 
\tive Sept. 28 from 8:30 to 9 p. m. 
for another 52 weeks. The program 
has a repeat for mid-west and Pa- 
|cific Coast stations at 11:30 p. m. 
Newell-Emmett Company, Inc., New 
York, is the agency. 


Shifts Time 


Lambert Pharmacal Company, St. 
Sept. 29, will shift its 
\“Grand Central Station’ CBS _ pro- 
|gram for Listerine to the 10 to 
/10:30 p. m. spot. The network has 
sold Listerine’s present time, Tues- 
day 9 to 9:30 p. m. to General Foods 
Corporation, New York, for Sanka 
| Coffee's “We the People.” 


Milk Show Saturdays 


Com- 


Listerine 


Louis, on 


Pet Milk Company, St. Louis, will | 


|sponsor a half-hour Saturday night 
|show over 53 CBS stations starting 
|} Oct. 1, 9:30 p. m. As with its Tues- 
day and Thursday daytime shows, 
the program will be for Pet evapo- 
rated milk. Gardner 
Company, St. Louis, 


is the agency. 


Split Sponsorships 
Kolynos Company and Anacin 
Company, both of Jersey City, have 
signed a 52 week renewal on the 
{NBC Red network to share “Just 
Plain Bill” to be heard from 10:30 
to 10:45 a. m. Kolynos is 
j}sponsor on Monday, Tuesday and 
Wednesday with the remaining two 

days presented by Anacin. 


Penner for Huskies 


General Foods Corporation, New 
York, for Huskies, has signed Joe 
Penner to a 5 year contract to be- 
gin a series of broadcasts over CBS 
this fall on Thursdays from 7:30 to 
S p. m. Penner replaces Boake 
Carter who is scheduled to sign off 
Aug. 26. Benton & Bowles, New | 
York, handles the account. 

Two Join as Sponsors 

Affiliated Products, Ine., and 

Wyeth Chemical Company, Jersey 


City, through Blackett-Sample-Hum- | 
mert, Ine., Chicago, will co-sponsor 
“John’s Other Wife” over 18 NBC 
Red stations, to be heard at 10:15 to 
10:30 p. m. The former is the 
sponsor on the first three days of 
the week with the latter taking} 
Thursday and Friday. 


this company had not yet come to a 
decision on its fall campaign. A 


similar report was given by A. F. 
McGraw, sales promotion manager, 
tractor division, Allis-Chalmers Mfg 


Company. 


Advertising | 


the | 


TS 


Standard Oil 
of Neb. Finds 
Catchy Slogan 


(Picture on Page 35) 

Lincoln, Neb., Aug. 4.—The effete 
Easterner may have but a vague idea 
of what “More Ump-ff!” means, but 
if the Cornhusker motorist doesn’t 
know, it won’t be the fault of Stand- 
ard Oil Company of Nebraska. 

Evidencing the power of brevity, 
Standard has combined all the rea- 
sons for consumer preference of its 
brand of gasoline in this catchy 
slogan, ““More Ump-ff!”” These words, 
according to Clare F. Henthorne, ad- 
vertising manager, may mean a lot 
of things. Specifically, they mean 
that tangible or intangible quality 
that makes one athlete a star per- 
former, a novel a best seller, or a 
band leader the nation’s sensation. 

Tying this in with gasoline ad- 
vertising, Mr. Henthorne said, “Many 
motorists have at least one outstand- 
ing reason for buying a _ specific 
brand of gasoline. Others float from 
brand to brand for variety of rea- 
sons. Both groups, however, consti- 
tute good markets.” 

“More Ump-ff!” seemed to be a 
slogan, he explained, that might 
apply to all or any of the advan- 
tages Standard claims for its prod- 
uct. In addition, it was a phrase 
easy to remember and likely to gain 
wide popularity. 

Results to date, with the cam- 
paign in its second month, have lived 
|}up to expectations, Mr. Henthorne 
'said. Nearly all copy has a semi- 
| humorous slant, featuring the slogan 
and, of course, the brand name. 

Newspapers, outdoor posters, sta- 
tion signs and a schedule in the 
Nebraska Farmer are being used, 
with McCann-Erickson, Inc., Chicago, 
the agency in charge. 


Col. Knox Increases 
Daily News’ Holdings 


Col. Frank Knox, publisher, Chicago 
Daily News, has acquired additional 
stock in that paper by purchase from 
Frank and Charles Ellis, Worcester, 
Mass. 

The two brothers inherited stock 
in the News from the late Theodore 
| Ellis, who was a principal in the 
| purchase of the paper in 1934. 


| Statistician to 


| Serve Marketers 


Malcolm C. W. Tomlinson, mathe- 
matical statistician, has opened of- 
fices at 31 S. Franklin st., Chicago. 

Mr. Tomlinson will offer advanced 
methods in statistics, which he says 
|‘‘are as much an improvement over 
multiple correlation as the latter is 
over methods formerly used in cal- 
| culating sales potentials.” 


“Mortician”’ Starts 


Modern Mortician has started pub- 
lication as a monthly at 185 N. 
Wabash avenue, Chicago. Circulation 
will be controlled. Joseph J. Millard 
is editor. 


COLLINS © 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 
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AUG. 8, 1938 


An advertisement addressed 
to advertising agencies by 
the McGrow-Hill Publishing 
Company, iInc., New York, 
N.Y. — Offices in Atlanta 
— Boston — Chicago — 
Cleveland — Detroit — 
Philadelphia — San 
Francisco — 

St. Louis. 


The Spur for Greater Billings is Here — if We use It. 


Regardless of the causes and cures for reduced demand, the basic 
ingredient for better billings is again with us. 


Inventories have long been low, there has been no lack of money 
or credit, interest rates have been down, with more money in the 
banks than ever before, and while the public debt has increased, 
private debt has decreased . . . every material urge for an upward 
surge is here. The vital state of mind, OPTIMISM, is growing. . . 
with your clients, with your prospects ... the belief that from now 


on more goods can be sold. 


We who are in the publishing and advertising business, well know 
the power of properly-directed advertising to sell more goods, to 
more people. On us rests the responsibility for registering this idea 
now, with our manufacturing clients. 


What we all do now, in the remaining weeks of summer and the 
early weeks of Fall, will probably make or break 1939, as the year 
of sound recovery. Advertising agencies who are preparing presen- 


tations now, to show their clients the advantage of greater advertis- 


ing this Fall, to secure more business in the months to come, will 
find that McGraw-Hill Publications contain much basic information 
they can use in preparing their presentations and in counseling on 
market trends. A few samples, only, can be shown in this issue 


of SPACE. 


A McGraw-Hill marketing man can help you find and put 
together, the right information to sell your client on “why advertise” 
to business and industry, and “why advertise now”, to foster genuine 
Recovery. Would you like to have such a man call. Check the 


coupon....... ercee 
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BUSINESS WEEK’S INDEX OF BUSINESS ACTIVITY 
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Note gradual, but persistent upward trend since low point at end of February, 1938. 
— from BUSINESS WEEK, July 30, 1938 


2 MILLION AUTOS? 
1938 Figures Look Better Now 


rhough the automotive industry does- 
n't expect to break any records in 
the final half of the year, the hope is 
now aroused that things will be better 
than was predicted a few months ago, 
according to AMERICAN MACHIN- 
IST. Sales executives privately are say- 
ing that 1938 may close with produc- 
tion considerably above the two mil- 
lion mark. Only a few weeks ago car 
makers were wondering whether they 
could reach that mark this year. These 
and other factors in the situation 
are discussed by Burnham Finney in 
AMERICAN MACHINIST,,,,. No. 2 


MILL SUPPLY SALES UP 


Another indication of broadening in- 
dustrial activity is shown in the month- 
ly supply sales charts in MILL SUP- 
’LIES. Average sales which dropped 
to a low point of 70, in March, have 
hown a modest but encouraging trend 
upward since then. This chart might 
well be included in agency presenta- 
tions to industrial equipment and sup- 
iy manufacturers, ,,,.., .No. 3 


STEEL PRICES 


the ABC of Basing Point Price System, 
nd how it works. Significance of the 
abolition of basing point differentials is 
revealed by BUSINESS WEEK. _No. 4 


FARM INCOME 
May Be Better Than Expected 


Cash income of the farmer has held 
up pretty well, says BUSINESS WEEK, 
and it presents figures on this year’s 
farm income, so far, as compared with 
iast year and 1936. Crops are good, 
and prices steady, or showing a ten- 
dency to rise, all of which makes good 
reading for those who have products 
to sell the farm people,..,.....No. 5 


CONSTRUCTION UP 


In six of the nine classifications of 
construction the first half of 1938 is 
ahead of a year ago. New capital is far 
ahead as federal spending program gets 


under way. Ask for ENGINEERING 
NEWS-RECORD ’s six month's score- 
board che Suara + h0GS ee 


QUICKENING FOOD SALES 
Point-of-sale posters help 


Reprints of illustrated meals from the 
women’s magazines, used as point-of- 
sale posters in a Montclair, N. J. gro- 
cery store, jumped sales almost three 
hundred per cent on items featured 
and their ingredients. A breakfast dis- 
play built around griddle cake sand- 
wiches sent sales of syrup, pancake 
flour, tomato juice, coffee, and bacon 
searing. An effective method of tying- 
in with this type of promotion is de- 
scribed in FOOD INDUSTRIES. No. 7 


“> , X¢ 


COTTON QUEEN — Even the hard-boiled Yankee editor of a business paper can't 
resist the picture of a pretty Southern girl like this. The cotton ball and crowning of 
the cotton queen puts U. S. cotton publicity among the pleasantest of its kind. Here's 
the 1938 empress,-Miss Maude Kelly Smyre, bedecked in 35 yards of shadow-print 
organdy, as she appeared in the July issue of TEXTILE WORLD. 


“PEOPLE MUST EAT“ 


About a ton of food apiece is con- 
sumed by each of the 128 million peo- 
ple in this country, and a new FOOD 
INDUSTRIES promotion piece tells 
what a big and complex industry it 
takes to produce that much food to 
satisfy the American appetite. “People 
Must Eat,” is the title of the presenta- 
tion, in which any agency handling 
food accounts will find some interest- 
ing background material, ,,......No.8 


FUEL OF THE FUTURE 


Predicting that Gas Heating 
Will Come Into Its Own 


Here is one man’s opinion about gas 
as a fuel—in the past, present, and 
future. The ultimate fuel, says Joseph 
W. Hays in a_ special article for 
POWER, will be coal—in the form 
of gas—piped to houses and power 
Serer reer rrr ee face eee 


SIMPLE IDEAS HELP SELL 


‘Touching on Wiring Material 


And Other Electrical Products 
THE WHOLESALER’S SALESMAN 


invariably carries valuable suggestions 
for selling and merchandising. In this 
month's issue a lighting specialist de- 
scril.s his home-made gadget for 
checking voltage drop in homes and 
commercial establishments. Simple, but 
dramatic, the instrument has improved 
sales of lighting units, transformers, 
lamps and wiring material. Another 
article points out the vast possibilities 
of electrical equipment sales to the 
14,000 U.S. laundries, which are in 
crying need of modernization. Shows 
the surprising range of electrical prod- 
ucts used by the well-equipped estab- 
lishment , ..+No. 10 
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BUSINESS FOR BUSES 
Sales Ideas for Building Traffic 


Some thoughts on how to woo people 
back to the common carrier lines, and 
away from theit private automobiles, 
are contained in an article entitled 
“Riding for Fun Again,” and published 
in July BUS TRANSPORTATION. 
Also another stimulator “Bringing Bus- 
iness to the Ticket Window,” should 
interest any agency men handling ad- 
vertising to the public for his local 
bus line SOO Sc cakeuuseses No. 11 


PROSPERITY AND PUBLIC 
TRANSIT 


“The prosperity of a city cannot be 
greater than the efficiency of its pub- 
lic transit system.”’ Here is a stimulat- 
ing idea from TRANSIT JOURNAL, 
which has devoted an entire issue to 
the question of local city transport sys- 
tems, and the importance of moderni- 
SEIT cccccctevccnccccccccccee Ue 


BUSINESS ON TRIAL 


Public Relations As Industry’s 
Most Vital Problem 


With American industry on trial for 
its life, great corporations are recog- 
nizing more and more the importance 
of a better public relations. They know 
that the employer-employee question is 
no longer a private affair but an in- 
tensely public one. A culling of Mc- 
Graw-Hill magazines will be rewarded 
by a number of articles on many 
phases of this vital subject, particularly 
in this month’s issue of TEXTILE 
WORLD and the AMERICAN MA- 
CHINIST , errs. F. 


NEW IDEAS FROM OLD 
Bathing Suits — of Knitted Lace? 


TEXTILE WORLD gives a perfect il- 
lustration of the effectiveness of an old 
idea in new clothing — knitted lace- 
effect bathing suits. Inspired by the 
fancy lightweight cotton vests worn by 
the belles of the Gay Nineties, these 
suits have caused considerable interest. 
Possibilities of extending the idea to 
other forms of apparel seem abundant 
to the author of the article... . No. 14 


FINDING THE RIGHT 
SELLING POINT 


“Have we been too busy with our re- 
search and operating and_ financial 
problems to devote sufficient time to 
the job of selling our customers the 
use of electricity?” This is the big 
question — by David M. Debard, 
vice-president of Stone & Webster Ser- 
vice Corp., in ELECTRICAL MER- 
CHANDISING ,.,. +04 se OO 


PAINT 


Some Ideas for Pushing Paint 
Sales to Industry 


ee eee 


A score or more of suggestions to indus- 
trial paint salesmen, told in INDUS- 
TRIAL SELLING, are just as useful to 
the agency copywriter. Tie-ups with 
protection, lighting, safety, increased 
production, resistance to fumes, engi- 
neering service, and other items are 
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KING COAL CUTS COSTS 
And Increases Sales with 
One Idea 


Significant from four angles is a 35- 
page mine modernization story in 
COAL AGE for July. First, it shows 
how modernization reduced costs;—sec- 
ond, how it held old markets and 
promises to regain much tonnage that 
slipped;—third, the story illustrates the 
huge amount of electrical and mechan 
ical equipment that goes into a single 


complete modernizing job, fourth, 
how the development of the small 
stoker in the domestic market (as well 


as industrial applications, and the coal 
burning streamline trains) raised stand- 
ards and optimism in the coal industry 
to a great buying point No. 17 


Survey Shows Distribution Facts 
on Mechanical Rubber Goods 


Important information concerning the 
sale of mechanical rubber goods through 
industrial distributors is revealed in a 
study recently completed by MILL 
SUPPLIES. Distributors’ preference for 
exclusive franchises in handling several 
lines, comparative sales volume of dif- 
ferent products, frequency of changes 
of lines carried, and other facts, are 
clearly brought out. For your copy 
of this survey check,,..........No. 18 


CAPITAL $20 


But It Built a Business in 
Our Fastest Growing Industry 


That capital plus a half-paid-for plane 
was the beginning of the thriving oper- 
ation of a small airport. AVIATION 
for July gives the story which points 
out how hundreds of small ficlds can 
be developed in the same way, to 
hasten a new branch in this great avia- 
tion market .No, 19 


THANK YOU, SIR! 


Agency Executive Likes our Ads 


The President of a New England ad- 
vertising agency writes us, as follows:— 
“As an advertising agent, | am very ap- 
preciative of the policy and attitude of 
the McGraw-Hill Publishing Company 
as expressed in the last paragraph of 
your advertisement, attached.” . . . His 
reference was to the following sentence 
in our copy, “Ask your advertising 
agency whether your appropriation is 
adequate to accomplish this objective 
of increasing your share of the busi- 
ness, now.” 

Have you seen that series of McGraw- 
Hill advertisements? Would you like to 
have a set of reprints?..........No. 20 


LIGHTING SALES " 
PROGRAMS ANALYZED \ 


Original Case Studies Presented 


Modern lighting is creating a tremen- 
dous amount of advertising in all classes 
of mediums, and results of such pro- 
grams have been highly encouraging. 

Inthe July 30th issueof ELECTRICAL 
WORLD the editors present original 
case studies of 28 different utility sales 
a seg on modern lighting in all its 
yranches. What was done, why it was 
done, what specific results were obtained 
and what it cost to get those results are 
told. 

Interesting to advertising men is the 
fact that results are uniformly in pro- 
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McGRAW-HILL PUBLISHING CO., INC. 
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ADVERTISING AGE 


August 8, 1938 


Ownership of 
‘Eagle’ Passes 
to F. D. Schroth 


New York, Aug. 2.—Control of the 
Brooklyn Daily Eagle’ yesterday 
passed from the hands of M. Preston 
Goodfellow, publisher since 1932, to 
Frank D. Schroth, who was publisher 
of the Tribune, Scranton, Pa., until 
five months ago. 

The Bagle was founded in 1841 and 
has gone through a succession of 
ownerships; from a group of Brook- 
lyn Democrats who started it, to Isaac 
Van Anden, then to Col. William 
Hester, to his son William V., to Her- 
bert F. Gunnison and then to Frank 
E. Gannett, from whom Mr. Goodfel- 
low acquired it. 

In the new set-up William F. 
Crowell, business manager, becomes 
secretary-treasurer. 


To Edit “Salesman” 


James Donald Bensen has been 
appointed managing editor of 
Wholesaler’s Salesman, New York, 
replacing John H. Frederick, who 
has resigned to resume his practice 
as marketing consultant. 


WHITE OWL KISS GOES ON AND ON 


New poster copy showing pleasant adventures of White Owl fan. 


White Owl to 
Continue Those 


Soulful Kisses 


New York, Aug. 2.—Those breath- 


slogan, “Easier on your breath,” will 
be featured in copy, along with the 
amatory couple in close embrace. 
Insertions will vary between 400 
and 600 lines and will appear on a 
weekly schedule for the next three 
months, with the probability that the 
|campaign will continue at least to 
the end of the year. J. Walter 


taking kisses that have been pictured | Thompson Company has the account. 


in recent White Owl advertising will 
continue to dominate the new cam- 
paign by General Cigar Company, 
scheduled to break this week in 123 


Morris Moves Office 


H. C. Morris & Co., advertising 
agency, has moved to 420 Lexington 


newspapers in 63 cities. The familiar | avenue, New York. 


The most powerful 
station between St. 
Louis, Dallas and 
Denver, covering the 
heart of the triangle! 
More population, 
more spendable in- 
come and more radio 
sets than any other 


Oklahoma station! 


KVOO is the exclusive NBC 
station in Tulsa, having both 
NBC network lines direct to 
the KVOO panel. KVOO 
has at all times a choice of 
programs from either NBC 
network... the only Okla- 
homa station with full-time 
service from both NBC net- 
works... one of the most 
completely programmed 
stations in the entire south- 


west! 


New York 


National Representatives: 


EDWARD PETRY 
& COMPANY, INC. 


Chicago Detroit 


San Francisco —_ Los Angeles 


TIMELINESS 1S 
HELD ESSENTIAL 
IN RETAIL COPY 


Klock Tells Music Dealers 
How to Advertise 


Chicago, Aug. 2. — Some rather 
harsh* terms were used by Evan 
Klock; advertising manager of Lyon 
& Healy, pioneer in retailing musi- 
cal instruments, in describing current 
advertising of pianos and allied mer- 
chandise before the Musical Indus- 
tries convention at the Stevens Hotel 
today. Mr. Klock urged a humaniz- 
ing process, to be directed not only 
at advertising, but at window dis- 
plays and sales personnel. 

“I believe the public is weary of 
piano advertisements that drag on 
year in and year out telling tall 
stories about ivory keys, exquisite 
tone, furniture design and fancy 
finishes—all garnered and trussed up 
with $10 adjectives,” said Mr. Klock. 

“This may be permissible in re- 
stricted doses, but we must remem- 
ber that prospective purchasers are 
vitally interested only in the benefits 
they will derive from that piano, or 
in the advantages it may bestow on 
their children.” 


Customers’ Questions Copy Key 


Mr. Klock said that questions 
asked by customers provide many im- 
portant clues for the alert advertis- 
ing man, helping him to gear his 
copy, layout, artwork and headline to 
common denominators of modern liv- 
ing. He gave one example of timeli- 
ness in advertising which yielded 
both dividends and good will. 

“A wedding rehearsal was sched- 
uled to be held in the Methodist 
church of Louisville,” said he, “but it 
was discovered that the recent flood 
had ruined the motors in the base- 
ment. Repairs would require days 
and the invitations were already out. 

“Into this situation stepped Robert 
Shackleton, up and coming Louisville 
music dealer, who loaded a Hammond 
organ upon his truck, sped pell-mell 
to the church, plugged in the organ 
connection and provided the neces- 
sary strains of Lohengrin. 


News Angle as Theme 


“When this story reached our ears, 
we felt it was too good to salt away 
when everyone was still talking about 
the Louisville flood. So we planned 
an advertisement, quite modest in 
size, which briefly related the narra- 
tive, showed a happy bridal party 
marching down the center aisle and 
captioned it, ‘The Hammond Organ 
recaptures the lost chord.’ - 

“We have no record that our organ 
department made a single sale to 
prospective brides and grooms the 
next day, but I feel confident in pre- 
dicting that this is the type of adver- 
tising that will be pulling when that 
bride and groom are proud grand- 
parents.” 

Mr. Klock warned his audience not 
to forget that the music industries 
are in constant competition with all 
others for the somewhat inflexible 
consumer dollar, and he urged the 
dealers to spend too much rather 
than too little for advertising. He 
ended with this quotation attributed 
to Gladstone: 

“Advertising is the propelling 
power of business. Nothing but the 
mint can make money without it.” 


Wilds in Chicago 


Horace G. Wilds has joined Power 


| Plant Engineering, Chicago, as rep- 


The Votce of Oklahoma---TULSA | 


resentative for the Middle Atlantic 
territory. He was formerly in the 
Philadelphia office of General Elec- 
tric Company. 


Smith Named ay 


Harold Smith, formerly with Hoff- 
man Beverage Company, Newark, 
N. J., and Piel Brothers, Brooklyn, 
has been named president of General 
Window Display Company, Brook- 
lyn. 


—— 


San Antonio's 
Tourist Copy 
to Be Resumed 


San Antonio, Tex., Aug 4.—San 
Antonio’s municipal advertising cam. 
paign, held in abeyance for severa] 
months because of an injunction syit 
brought by a local taxpayer, was 
resumed this week when instruc. 
tions were issued by City Attorney 
T. D. Cobb to Wyatt, Aniol and Auld, 
advertising agency in charge, that 
all legal barriers had been removed, 

The agency was instructed to de. 
velop a complete direct-mail cam. 
paign to support publication adver. 
tising, and to answer immediately 
3,000 inquiries which have accumu- 
lated during the legal entanglements, 

A. M. Biedenharn, local business 
man, was named to the commission 
to fill the vacancy caused by the 
death of L. J. Hart. Other members 
are: Frank G. Huntress, chairman, 
William B. Arnold, William Eiffler, 
Mrs. Preston Dial, L. L. Swartzkopf, 
Charles Baumberger, Walter Sparks 
and Arthur E. Biard. Mr. Biard is 
secretary. Mr. Huntress is president 
of the San Antonio Express and News. 

The advertising tax, not to exceed 
five mills per $100 assessment, will 
provide approximately $100,000 for 
the campaign. 


British Cities 
Urged to Start 
Promotion Fund 


London, England, July 25.—Large- 
scale newspaper advertising by mu- 
nicipalities was recommended by 
James Taylor, City Development 
Officer of Coventry, in a speech at 
the National Association of Local 
Government Officers’ Summer School 
at Bangor, North Wales, this week. 
Mr. Taylor said that British manu- 
facturers, merchants and _ traders 
spent at least $500,000,000 a year on 
advertising and that the figure was 
increasing. 

Answering critics of the value of 
advertising, he said that a list of the 
twelve most prominent and success- 
ful business men in this or any other 
country would be one of men who 
spent large sums in advertising their 
goods. Urging local authorities to 
appoint public relations officers and 
to undertake municipal propaganda 
by advertising, Mr. Taylor continued: 

“It will be necessary for us to 
take paid space in newspapers to 
give our objects the publicity they 
need and in the manner we wish 
to present them. By paid space I 
mean a quarter or half or even a 
full page, graphically illustrated and 
with the copy written with the ob- 
ject of selling the idea we want the 
people to adopt. Large space in 
the press is the only way to get 
quick results. Press advertising is 
the quickest way of telling the great- 
est number.” 


— - 


GOING UP! 


From a press run of 
1,000 copies in 1933 
To 60,000 " " 


(Summer Issue) 


1938 


Member of the A.B.C. and N.P.A. 
e 


WOMEN is the first and only photo- 
graphically illustrated consumer mag- 
azine that deals exclusively with the 
latest hair styles and facial beauty: 


READ BY MILLIONS 
FROM COAST TO COAST 


Fall Issue to close August 25th 


For advertising space write 


CAPITAINE PUBLISHING CO. 
45 W. 45TH ST., NEW YORK, N. Y- 
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SAN FRANCISCO CHRONICLE OAKLAND TRIBUNE 
PHOENIX, ARIZONA REPUBLIC PORTLAND OREGONIAN 


**The last two years 
we have sold the major 

share of the food consuming west 
with the aid of color ads in Asso- 
ciated Weekly. We have found it 
easy to merchandise this circu- 
lation, because we are assured 
the large Sunday audience and 
prestige of leading newspapers in 
all of the west’s twelve large 

trading centers.”’ 


-AND ASSOCIATED WEEKLY GIVES 


PERFECT COVERAGE OF THE WEST 


Associated Weekly covers not one, nor three, but all twelve of the west's big markets. 
Associated Weekly could rely on this dominance alone to do the selling job for national 
advertisers. But Associated Weekly does more. Each unit of Associated Weekly is edited 
for the particular market which it serves, thus giving it a stronger local reader appeal, thus 
making it a stronger salesman for Mazola ... yes, and for you tool 


Here’s what a salesman in any corner of the seven western states can talk about when his 
company backs him up with Associated Weekly advertising: “47°, coverage of all the 
families in the west... the 47°/, with the money and desire to buy advertised products, 
full color advertising in the better read magazine sections of the strong Sunday news- 
papers in each state . . . localized advertising with a lasting magazine influence.” 


That's a mighty strong sales story for your salesmen. That's a mighty strong sales story for 
Associated Weekly. May we suggest that you phone one of our offices, and let us out- 
line a test campaign within your budget that will boost sales for you as it has for Mazola. 


C 


MAGAZINE AND COMIC SECTIONS ESTA 


BLISHED IN 1927 


OFFICES: NEW YORK , CHICAGO « SAN FRANCISCO «+ LOS ANGELES 


ASSOCIATED WEEKLY IS THE ALL-INCLUSIVE NAME FOR THE MAGAZINE AND COMIC SECTIONS OF THESE 12 LEADING SUNDAY NEWSPAPERS 


SACRAMENTO UNION LOS ANGELES TIMES LONG BEACH PRESS TELEGRAM SAN DIEGO UNION 
TACOMA NEWS.- TRIBUNE SEATTLE TIMES SPOKANE SPOKESMAN - REVIEW SALT LAKE TRIBUNE 
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Henry Ford's Philosophy 


The celebration of the seventy-fifth | too 
birthday of Henry Ford was not only | by 


a most interesting occasion, giving 


his fellow-citizens of Detroit an op- 


of his contributions to the develop- 
ment of the automotive capital, but 
also was important in outlining and 
summarizing the industrial philos- 
ophy which has marked his career. 

Many commentators have credited 
Mr. Ford properly with leading the 
way toward higher wage levels in in- 
dustry. It is important that wage 
earners participate fully in the in- 
creased earnings which come from 
efficient production, but it is 
equally important to recognize that 
this element alone is not the formula 
for the balanced prosperity needed to 
maintain the progress of the nation 
economically. 

Increased industrial efficiency, 
through better methods and better 
machines, should operate first to re- 
duce prices to the consumer. This is 
primary, because prosperity is based 
on wide distribution and use of the 
goods and services which consumers 
want and need. 
creased every 


more 


Real wages are in- 
time prices are re- 
duced, since the dollar wages of the 
worker have a larger buying power. 

Wage earners share in the benefits 
of reduced prices, whereas only a 
part of the consuming public benefits 
through increased wages. Since the 
latter often result in immediate price 


increases, there is always danger in 


rapid wage increases, 
rapid 
prices, for the bnying power of the 


followed 
increases in 


| population as a whole is reduced as 
portunity to show their appreciation | prices advance, only that part of the 


SEED 


population included among  wage- 
less than half of the total 


increased 


earners 
receiving income through 
higher wages with which to maintain 
the customary volume of purchases. 

That, in fact, is the accepted expla- 
nation for the depressed conditions 
of 1937-1938. Wages and prices rose 
too fast, consumer incomes failed to 
rise proportionately, and hence pur- 
chasing power was reduced below 
previous levels. Reduced purchasing 
power immediately was felt in declin- 
ing industrial output, thus offsetting 
to a large extent the benefits which 
wage-earners had received 
higher wage-rates. They did _ not 
mean increased earnings, but in most 
cases resulted in less. 

Henry Ford has always maintained 
a liberal attitude toward wages, 
has contended that high-priced labor 


,ful competitive argument for printed | 


commodity 


through | 


and | 


can produce low-cost autombiles and | 


other industrial products. But he 
has not lost sight of the fact that the 
primary requirement 


tion of low-cost goods. 


is the 
The first ob- 


produc: | 


jective of industry should be the im- | 


provement of its technique and its 
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AIR CONDITIONED 


“Look, Haskins, can't we do something 
to stop this cutthroat competition?” A. JOKN KA 


S| for 
Sz 1, _ SHI: . 
‘AR CONDITIONS Advertisers 


a 


} 


The following documents may he 


= / secured without charge from com. 
| f panies sponsoring them, or through 
1] om | ApveERTISING AGE, by any national ad. 
| <5.» EnN4 ‘ e.8 
> ay vertiser or advertising agency execy- 
2a" CooeR rn Bye hiv ; : ’ 
\ LAE Msi | | () tive writing on his business letter. 
[ensles 2 / xy head. 
a Fre rf — P et 
= “Ht el = No. 1388. Direct Projection. 
; / — 
) 


; | rei In this brochure Schmidt Litho. 
| aaa | graph Company tells how the recent 


a . | introduction and application of photo. 
ye ee Ie Fos ‘lithographic direct projection has 
7 i /revolutionized poster reproduction 


methods. Examples of recent post- 
_ers, showing mediums of the original 
art work from which they were re- 


Ad-libbing 


Seeing’s Believing 

This reproduction of an advertise- 
ment for Bayer aspirin in the drug 
trade press might seem like a beauti- 


advertising as against spoken adver- 
tising at first glance, but perhaps it 


Wat a customer— 


makes 22 times as strong an 
impression on him as 
WHAT HE HEARS— 


For almost a quarter century, 
we have made your custom- 
ers “see” Bayer Aspirin by 
consistently advertising it 
in leading newspapers and 
magazines throughout the 
country 

There's no “pioneering 
work” for you to do on 
Bayer; no “selling talk” is 
négessary. Just keep it “out 
front” so that your custom- 
ers can see that you have it 
for sale 


THE BAYER COMPANY, INC. 170 WARICK STREET, WEW YORK CITY 


Boyer Aspirin is one of the 
tostest selling proprietery 
remedies you stock, and 
sells eves foster whee 
Gipleyed on the cownter— 
le the window — top of 
shelving. 


shouldn't be taken seriously, inas- 
much as Bayer is currently using 
jthe radio as well as visual adver- 


equipment so that it can constantly | 


offer more and better goods for less | : : 
good I * | of using the right argument at the 


money. That is the answer to most 
of our economic problems, and that 


is the basis of the Ford philosophy. 


Air Conditioning Notes 


The country is experiencing an un- | 


usually hot summer, which is empha- 
sizing the advantages to business of 
air-conditioned stores, offices, thea- 
The fact that 
air-conditioning equipment 
are below 1937 due to lack of 
appreciation of the value of this serv- 
ice, but to business conditions 


ters and restaurants. 
sales of 


is not 


Experience is 
that 

whether 
theaters 


showing definitely 
air conditioning builds business 
for 
Legitimate 
New York at 
lengthened season to 


hotels, railroads or 
theaters run- 
ning in present owe 
the fact 
Even “I 
Married an Angel” would not be play- 


their 
that their houses are cool 
ing to packed houses if air condition- 
ing had not been provided. 
Manufacturers and _ distributors 
might well consider putting more em- 
phasis on sales to offices. Office work- 
affected by excessive 
heat and humidity than many other 
groups, partly 
performance are 


eTs are more 


because standards of 


higher and partly 


because so-called white collar work- 
ers must consider appearance as well 
as comfort in their garb. 

It should be however, 
too little attention has heen paid to 
the physiological factors of air con- 
ditioning. Violent changes of tem- 
perature affect some people more se- 
Hence it is usu- 
ally unwise to have the temperature 


noted, 


verely than others. 


of the air reduced to the low point 
noted in some restaurants and thea- 
ters 
because they know that they 
not only be cooled, but chilled. 

Growth of air conditioning has 
greatly increased the consumption of 
water. Power warns that present wa- 


ter supply systems may be inade- 
conditioning 

This 
broadened market for manufacturers 
of the 
municipalities 


ume 


quate as air require- 


ments expand. points to a 
needed 

the greater vol 
of water sure to be 


equipment to supply 
with 
needed as 
the years go by 


that | logical difficulties inherent in any at- 


|right time. . 


tising. 
Perhaps it’s just another example 


. and this time Bayer 


| wants dealers to put its displays on 
|counters, in the windows, and at the 


' 


Many people dodge such spots, | : : 
aint 5 I ny | CUlttes. are outlined as follows: 
will | 


top of shelving. 


Seven Rating Difficulties 

Writing in the current issue of 
The Journal of Marketing, Louis 
Bader, New York University, and J. 
P. Wernette, Harvard University, 
enumerate seven “philosophical and 


tempt to rate consumers’ goods, and 


to make specific buying recommenda- | 


tions.” These difficulties tend to 


hamper the work of such organiza- 


tions as Consumers’ Research and 


|Consumers Union, but not necessarily 


to discredit them completely, in the 


,opinion of the authors. 


The seven basic problems, or diffi- 


i. “The problem of establishing sci- 
entific, objective standards of qual- 
ity as distinguished from the easy 
task of accepting the personal prefer- 
ences of groups of persons, large or 
small, and assuming that they consti- 
tute adequate standards. 

2. “The problem of measuring any 
given quality characteristic. Thus if 
flavor is an important element in a 
rating scale how is it to be measured 
and what is the guaranty that the 
measurement will be accurate and 
reliable? 


.| fluid be 


produced, illustrate the wide range of 
reproduction possibilities by direct 
— | projection. 


No. 1389. Maybe This Will Surprise 
You, Too. 

Saturday Night, the Canadian 
weekly, has issued this folder, which 
shows the position of its advertising 
linage volume in a list of ten leaders 
published on this continent. Facts 
about Saturday Night's editorial 
scope and reader interest are in- 
cluded. 


|; 3. “The problem of attempting to | 
rate commodities that have more 
than one quality characteristic, and 
|of determining how much weight to 
give to each characteristic. 

4. “The possibility of overlooking 
quality characteristics entirely.” As 
an example, the authors cite CR’s 
recommendation that cigarette lighter 
purchased in bulk, basing 
this recommendation entirely on 
price, and overlooking entirely the 
convenience and utility of the small 
cans specially designed for use in 
filling lighters. 

5. “The use to which a commodity 
is to be put. Any commodity could 
be condemned if rated under an in- 
appropriate heading.” An example 
cited is a set of children’s books 
given a C rating as encyclopedias be- 
cause of their arrangement, whereas 
the set is not supposed to be an en- 
cyclopedia. 

6. “The problem of securing and 

testing samples which are no better 
or worse than the average.” 
7. “Differences in the persons who 
use the commodities or services. A 
commodity entirely suited to the} 
needs and capacities of one person 
may be quite unsuited to another.” 


Spending English Pounds 


No. 1390. We are Right in the Middle 
of a Good Construction Year. 
This bulletin, issued by F. W. 
Dodge Corporation, shows how the 
| first half of 1938 compares with the 
|same period in previous years in con- 
struction projects, and lists numerous 
reasons for even brighter prospects 
for the rest of 1938 and for 1939. 


No. 1378. Order Getting. 


In this brochure, McGraw-Hill Pub- 
lishing Company describes the Mc- 
Graw-Hill Reference Service, a group 
of six reference units, each covering 
a specific field such as food, textile, 
mining, ete., with data so arranged 
as to require a minimum of effort on 
the part of the men who specify and 
buy. 


No. 1348. Your Primary Market— 
23,000,000 Women Who Sew and 
How to Reach Them. 


| This study; issued by Simplicity 


Magazine, covers the home sewing 
market, showing the extent of pat- 

That million-dollar advertising ap-|tern sales, how the sewing machine 
propriations are not exclusively | ranks in importance with other home 
American phenomena is amply | appliances, a tabulation of Simplic- 
proven by figures published by the | ity’s coverage, and the status of the 
Newspaper World of London in con-| average sewing woman reached by 
nection with the recent purchases of | this publication. 


MacLeans, Ltd. (toothpaste manufac- \No. 1384, Beyond the Skyscrapers 


turer noted for its “MacLeans your | 

teeth” ads) by Beechams Pills, Ltd.| This home ownership survey, is- 
| According to this authority Mac- | Sued by The News, New York, takes 
Leans spent approximately $1,425,000 the reader on a tour through 30 dis- 
for advertising in the year ended|tticts in outlying sections of New 
_March 31, while Beechams spent ai-| York, where more than half of the 


most $3,100,000. The new company 
therefore spends just about $4,500,000 
a year for advertising, which is some- 
|thing of an appropriation, even on 
| this side of the pond. 

Advertising of Beechams was split 
|up among 16 products, with four 
j}agencies handling the accounts. There 
were seven different 
counts, divided by two other agencies. 


Jottings 


\to think of it. 
think it so important to keep adver- 
tisements out of their 


thing even faintly resembling 
|torial make-up with the dread “Ad- 
| vertisement.” But magazines appar- 
lently have no such worries about 
contamination of their readers, and 
in the women’s magazines especially 
it is often possible to tell the adver- 
tisement from the 


editorial pages 
only after the most careful pur- 
usal. . 


R. T. French’s “Charlie Chirp, the | 


canary detective,” manages to get 
over a plenty competitive angle with- 
out being offensive... . 

We've just become conscious of the 
fact that Listerine tooth paste’s 
“luster-foam” bears the handle C,, 
H..O.SNa. 


MacLean ac-| 


simon-pure | 
news columns that they slug every- | 
edi- | 


\families are home owners. Tabula- 
|tions show median family expendi- 
ture, total families, total home own- 
ers and per cent of home owners, 
with New York morning newspaper 
family coverage in each district. 


No. 1385. What Makes It Go? 


Barron G. Collier, Inc., takes an 
advertising medium apart in this 
new booklet, which discusses car 


| cards and the job they do as a selling 
force. 


It’s a peculiar thing, if you stop | 
Newspapers usually | 


No. 1386. Fooling Failure; or, The 
Rise of Wilbur Fripp. 

This “thrilling tale of mercantile 
adventure,” issued by Radio Station 
| WEEI, is the story of a product 
saved from ignominous and unneces’ 
sary failure by the intelligent action 
of Wilbur Fripp. Wilbur knows his 
WEEI, its market and advertisers 
success story, and wins his reward 
in the last chapter. 


No. 1370. Demonstration Portfolio 


This portfolio, issued by Intern® 
tional Paper Company, contains spec! 
mens demonstrating the use of 
Adirondack Bond “Letterhead Yard 
stick.” This is a guide to letterhead 
construction which can be used 
either in the making of a new lette™ 
head or in the remodeling of 4 
, old one. 
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AVERAGE NET PAID CIRCULATION DURING THE OFFICIAL SIX-MONTH PERIOD ENDED MARCH 31, 1938: TOTAL DAILY, 857,963—TOTAL SUNDAY, 1,115,643 


¢ 
yy 


Toes: figures tell the story of the increasing reliance which retailers are 


placing on the Chicago Tribune. 

They show the expanding proportion of Chicago's retail sales volume 
which Tribune advertising is moving out of Chicago stores. 

They indicate the trainloads of dresses, suits, hats, shoes, furniture, 
radios, refrigerators, floor coverings, lingerie, cosmetics, furs, jewelry and 
other products which Tribune readers are buying. The fact that Chicago's 
specialty shops and department stores placed in the Tribune during the 
first six months of this year practicaMy half of their entire expenditure for new’s- 
paper advertising is evidence that Tribune readers are their principal market. 


Are you taking full advantage of the opportunity which Chicago's 


TRAINLOADS 


of merchandise 


largest constant audience offers for increasing the sale of your product? 

Through the Tribune you can make a direct bid for the business of a 
tremendous audience which is accustomed to turn to the Tribune for buying 
ideas about practically everything sold at retail. 

With over 690,000 circulation in Chicago and suburbs every day of the 
weck, the Tribune reaches from 242,000 to 477,000 more metropolitan Chi- 
cago families than other Chicago newspapers. It is the only newspaper which 
delivers majority coverage of all the families in metropolitan Chicago. 

No matter what you are selling, you can sell more in Chicago by build- 
ing your advertising plans around the Chicago Tribune. Rates per 100,000 


circulation are among the lowest in America. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 
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COAL PRODUCERS 
OFFER PLAN FOR 
STABILIZATION 


Pennsylvania Operators 
Take Initiative 


Pittsburgh, Aug. 3.—Coal opera- 
tors of Western Pennsylvania last 
week banded together in the West- 
ern Pennsylvania Coal Corporation 
to stabilize prices as a hope for in- 
dustrial survival. 

To be operative, the plan must be 
approved by the National Bitumin- 
ous Coal Commission at Washington 
and must also win cooperation of 
operators in Northern West Vir- 
ginia, Eastern Ohio and Central 
Pennsylvania. 

Operation of the plan is simple. 
The corporation will act as the mar- 
keting agency for all Western Penn- 
sylvania operators. Each company 
will continue to gets its orders in 
the usual manner through its accred- 
ited agents, or its own sales organi- 
zation, but at prices predetermined 
and agreed upon in the Western 
Pennsylvania Coal Corporation. 


Will Collect Too 


Copies of all orders will clear 
through the corporation which will 
also collect for shipments. This sys- 
tem will enable it to maintain a 
complete checkup on all dealings of 
member companies, a feature de- 
signed to prevent “chiseling,”’ re- 
bates and over-shipments. 

Such a plan is permitted under 
the provisions of the Guffey Act, but 
in order to be generally effective, 


similar arrangements must _ be 
adopted in other competitive dis- 
tricts. 


Price stabilization and elimination 
of cut-throat competition provide the 
only way out of the coal industry's 
present difficulties, 


operators are 
generally agreed. Last year, the Na- 
tional Coal Commission announced 


a schedule of prices but the schedule 
was abandoned after a storm of pro- 
tests culminated in court action. 
Since then, the commission has been 
engaged in a new study of produc- 
tion, costs, marketing conditions, 
etc., with a view of determining new 
price schedules. 


Expect More Trouble 


Western Pennsylvania operators 
do not expect the commission to be 
ready with new prices before the 
first of 1939, at the earliest. Even 


then, it is doubtful whether the 
prices arbitrarily set by the com- 
mission will be satisfactory and 


more legal obstructions seem likely. 
The only way out, in the opinion of 
a majority of Pennsylvania opera- 
tors, is voluntary price stabilization 
to be enforced by 


Pennsylvania Coal Corporation is J. 
L. Smith, a recognized marketing 
expert, who served the 
Coal Commission until its reorgani- 
zation several months ago. Byron 
H. Canon, secretary-treasurer of the 
operators’ association and secretary 
of the district board under the Guf- 
fey commission, has named 
secretary-treasurer. 


been 


New Majestic Unit 
The Majestic 
ton, Ind., 


Company, Hunting 
has introduced a convert 
ible oil or gas winter air condition 
ing unit Wheeler-Kight & Gainey, 
Inc., Columbus, O., is the agency 


Klappenbach Named 


FE. Klappenbach, 


advertising man 
ager of The Oil and Gas Journal, 
Tulsa, Okla., has been named vice 
president of Petroleum Publishing 
Company, publisher of the Journal 


Gets Dee-Jay Account 


Dee-Jay Manufacturing Company 
Detroit, manufacturer of replacement 
grilles for automobiles, has placed its 
advertising account with Whipple & 
Black, Detroit 


the commission. | 
Temporarily heading the Western | 


National | 


Donahue & Coe 


Appointed for 
Movie Campaign 


New York, Aug. 
Coe, Inc., has been named to handle 
the advertising of the movie indus- 
try’s campaign to attract more busi- 
ness to the nation’s box offices, it 
was announced today by Paul Gul- 
ick, executive director of the cam- 
paign committee. 

Six other agencies having motion 
picture accounts submitted presen- 
tations, and contributed suggestions 
that are being incorporated in the 
$1,000,000 drive to start Sept. 1. The 


is Spiero Company, 


2.—Donahue a | 


| cooperating agencies include the | 


_Biow Company, Blaine-Thompson 
| Company, Buchanan & Co., Kayton- 
Lord & Thomas, 
Inc., and J. Walter Thompson Com- 
pany. 


For Quality Laundries 


Quality Laundries, New York, has 
appointed Redfield-Johnstone Adver- 
tising Agency, New York, to direct 
its advertising. Newspapers, direct 
mail and spot radio will be used. 


Craighead Shifted 


Norman D. Craighead, formerly of 
Jam Handy Theatre Service, Inc., 
has joined the creative contact staff 
of Jam Handy Picture Service, Inc., 


| Detroit. 


— 


NEW CIGARETTE MAKES BID ON POSTERS 


Exotic miss featured on posters in Brown & Williamson's promotional drive for 
Avalon cigarettes. Forbes Lithograph Company, Boston, handled production 
of the poster. 


OU’D think that if anyone could organ- 
ize the rural women of America into 
| national clubs, the General Federation of 


Women’s Clubs could. 


Yet after 40 years of trying, its rural 
section had never enrolled more than 500 


member clubs. 


And this organization’s 
president wrote some time ago: “In the 
great club movement of the past thirty 
years, big cities and little cities and towns 
have all responded. The country woman 


free f 


«gets hark. 


alone passes by on the other side. 

With this in mind it may surprise you 
to learn that 100,000 rural women have 
been enrolled in an organization of over 
4,000 clubs since August of 1935... by a 
single magazine! 

That is the present record of Country 
Gentlewoman League, conceived and con- 
ducted by Editor Sara Bulette in a page or 
less per month in Country Gentleman. 

It is a striking example of the fact that 
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Vareity Radio 
to Flaunt All 
College Colors 


Chicago, Aug. 4.—On the theory 
that the public is a bit weary of 
conflicting technical claims, whose 
merits it is unable to appraise in 
most cases, Stewart-Warner Corpo- 
ration today announced develop- 
ment of a broad new merchandis- 
ing appeal. It is embodied in the 
new Varsity radio, which is being 
individualized with the college col- 
ors of the user, whether undergrad- 
uate or alumnus. These sets are 
enameled in the colors of any col- 


| 


lege or university, and a_ special 
raised initial or monogram on the 
speaker grille will further individ- 
ualize the set and identify its own- 
er’s alma mater. One color is used 
on the body of the cabinet and an- 
other for tuning and volume knobs, 
push buttons, speaker grille and 
cloth screen. 

An interesting test in Lyon & 
Healy’s windows developed such a 
large response that the idea will be 
exploited in regular magazine and 
radio advertising. Hays MacFarland 
& Co. is the agency. 


Joins McCann-Erickson 


Mrs. Elizabeth Dempster, formerly 
with Saks-Fifth Avenue, New York, 
has joined the copy staff of McCann- 
Erickson, Inc., of the same city. 


| 


Sales on Molle 
and Energine 


Continue Ahead 


New York, Aug. 2.—Sales increases 
of 39 per cent for Molle shaving 
eream and 26 per cent for Energine 
cleaning fluid during the first quar- 
ter of 1938 as compared with the 
seme 1937 period were announced 
t.day by Cummer Products Company, 
Bedford, O., maker of both products. 

Molle has doubled its volume in the 
past four years, using radio as sole 
national advertising medium. Its 
first air show was heard over the 


NBC-Red network in September, 1933, 


———_—<—=—=—=—=—=—=—=—>——__—[—S 
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gram was undertaken 
later. 

Engergine was first advertised in 
January, 1937, with a one-minute ad- 
vertisement on the Molle program. 
Sales climbed and the Energine News- 
reel was started last October. Stack- 
Goble Advertising Agency, Chicago, 
handles both accounts. 


two years 


Fred Smith on Own 


Fred Smith has resigned as direc- 
tor of publicity and public relations 
for J. Stirling Getchell, Inc., New 
York to return to his own publicity 
and promotion with organization of 
Clements, Smith & Co., at 122 E. 42nd 
Street, New York. Associated with 
Mr. Smith will be John A. Clements, 
New York newspaperman. 


ho cause backed by Country Gentleman 
has ever failed to take hold. 

for manufacturers with goods to sell, it 
proves something of very real importance. 

For it means that... along with a circu- 
lation now nearly two million . . . and 
along with big-family readership in 
America’s most stable market... Country 
Gentleman stands unique among maga- 
zines today in its proved power to move 


'ts people into action. 


* 


POWER TO MOVE PEOPLE 
~ POWER TO MOVE GOODS 


COUNTRY GENTLEMAN 


NATIONAL SPOKESMAN FOR AGRICULTURE 


and sponsorship of the Vox Pop oe : RETURN SHOWING 


Keep 
Your FEET YOUNG 


, 8 LUE-JAY 


By demand of dealers, Bauer & Black, 
Chicago, has brought back to counters 
“Foxy Grandpa" and “Canny Granny," 
who sold 1,000,000 packages of Blue Jay 
corn plasters in 1937. 


Big Distiller 
Is Expanding 
Fall Campaign 


New York, Aug. 4——A magazine 
campaign for Crab Orchard, popular- 
price brand of National Distillers 
Products Corporation, will swing into 
action in the immediate future, sup- 
plementing the newspaper copy which 
has appeared regularly throughout 
the summer. National Distillers is 
also expanding a magazine campaign 
for its four leading bottled-in-bond 
whiskies, adding Liberty to the fall 
list. It has also instituted a news- 
paper campaign for Don Q. Puerto 
Rican Rum. 

Collier’s, Liberty and Life are also 
the trio of magazines which will 
carry the Crab Orchard story for the 
remainder of the year in a campaign 
betokening new activity on the liquor 
front. The newspaper comic strip 
also will be continued with a seasonal 
shift through Arthur Kudner, Inc. 


Education on Rum 


Nine magazines are being employed 
in the company’s effort to popularize 
rum drinks in this country, where 
oniy connoisseurs have fully ap- 
preciated the delicate flavor. Much 
of the magazine copy is devoted to 
inducing the reader to improve his 
education by writing for a booklet, 
“Seven Delicious Rum Drinks.” The 
success of National Distillers’ mis- 
sionary effort is indicated by the fact 
that a second printing of this recipe 
book has been found necessary. Deal- 
ers are also authorized to distribute 
copies. 

Magazines on the list are Collier’s, 
Country Life, Esquire, Life, The New 
Yorker, Newsweek, The Sportsman, 
Time and Town & Country. George 
H. Hartman Company is the agency. 

Old Grand-Dad and Old Taylor, 
bourbons, and Mount Vernon and Old 
Overholt, ryes, will be featured as 
“America’s Fourmost Whiskies” in 
the expanded magazine campaign. 
Spreads in color will again be em- 
ployed. The small newspaper copy 
which has run throughout the sum- 
mer will be continued during the fall, 
with 150 lines weekly and 75 lines 
semi-weekly in dailies from coast to 
coast. Arthur Kudner, Inc., is the 
agency. 


Heads “Promenade” 


Robert L. Johnson, president, R. L. 
Johnson, Inc., management consult- 
ant, New York, has acquired a ma- 
jority interest in Promenade, New 
York. He will serve as president 
and Martha Houston, founder, will 
continue as chairman of the board. 
John F. Vance, formerly production 
manager of Fortune, will be general 
manager. 


York Expande Line 


| York Ice Machinery Corporation, 
York, 
| 


Pa., has introduced four new 
}units: an oil fired air conditioning 
| furnace, a gas fired air conditioning 
furnace, a_ split-system air condi- 
tioner and a_ residential summer 


conditioner. Copy for these models 
| will appear shortly. 


Joins ee 


Hal Chase, Jr., has left WOR, New 
| York, to join the sales staff of E. V. 


| Brinckerhoff & Co., Inc., electrical 
| transcriptions, New York. 
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MORE PROMOTION, BIGGER CHECKS 


Voice of the Advertiser | | 
t This department is a reader’s forum. Letters are welcome. J E Wish This Check 


Wall Paper Industry Don’t Shout—We Hear | Call It Inexperience 


j To the Editor: Just look at this ad| T° the Editor: During several W I ARGER 
Not at War with Paint and then put this down as the head- 'years of careful perusal of ApvERTIs- ere e ee 
To the Editor: The proposed pro-| jing of the year: ' ing Ace, I have found it to be more 


bi ee a ies > we sas | » Aides a ey Ye i This check is sent you in pa ent of satisfactory merchandise or 
motional campaign of the wall paper or less a matter of-fact magazine with a,AF et Bon se dls money from our grecers end 
industry, recently reported in Apver- only very slight tendencies toward their customers who use PAN DANDY bread. 

TISING AGE, has been misinterpreted. romantic sentimentality, or, if you 


i You can help us increase the size of your checks by asking your wife 
The absurdity of the reports that prefer, sentimental romanticism. cal oom tieads to specify PAN DANDY when they buy bread. 
our campaign is to be used to offset 


However, I can’t help but feel that We guarantee our PAN DANDY to be the freshest and finest vread 
the advertising activities of paint you are unnecessarily flaunting your you can 
manufacturers is apparent to anyone 


idealism, or else just taking too much THANK YOU. 
familiar with the structure of the in- 'for granted, when you refer in the 
dustry. Many of the wholesalers of | Del Monte article, on page 10 of your 
wall paper are also wholesale distri- July 18 issue, to the June bride as 
butors of paints, and the retail out- the “newly-made” little woman. 
lets for both wall paper and paints James K. Korner, 
are to be found frequently under the Ottumwa, Ia. 
management of the same dealer. 


THE BETTER BAKERS 


It should be noted that The Mod- 

The sole objective of the promotion _ = - Stockholders Need D ern Milwheel is sent not only to 
plan now contemplated by the Na-| § Paycheck Merchandising Interpretive Data | every employe of the company, but 
tional Wall Paper Wholesalers’ As- (arse , TCT Te To the Editor: We thought you'd To the Editor: Knowing that you also to every stockholder. Judging 
sociation is the development of a re Pe | | be interested in the slip which we|are interested in interpretations of from a survey recently made, I am 
broader market for wall paper of ae os a vou et 87 | yee isn o) send out with the checks which we] corporation reports made primarily inclined to believe that a nen 
higher quality. | io Nese Ey, send out. for employes, I am sending you a many stockholders are just as muc 


H. E. Conran, 


One of these slips is enclosed. They| copy of the current issue of The in need of explanations as the em- 
Executive Director, National 


have caused considerable favorable |Modern Milwheel, published month- ployes. 


. Henry ADAMS BELLOWS. 

y ‘ . ™ j comment. ly by General Mills, Inc., which in- ’ 
ee ee JEANNE TELLIER, cludes such interpretation of our Director of Public Relations, 
Se VP Sere Eddy’s Bakery, Helena, Mont. tenth annual report. General Mills, Inc., Minneapolis. 

+ @ , a 4 ie" = Orr Saha<—m—nm>> 
| - ouESs | _ ae 5 
. —_— i ap i panteae - 
Calls for Realism 


To the Editor: And so, with the - 
world arming to the teeth, with head- 
lines screaming with war _ scares, 
with two sanguinary arguments now 
taking place on opposite sides of this 
earth,—-we should shut our eyes and 
deny the existence of war? Mustn’t 
mention the naughty word, turn our 
backs,—deny that it exists? Phooey | 

this is a realistic world—let’s face “O.K., Grandma, O.K. But for good- 
the “facts of life’ as we find them. ness sake lower your voice a little!” 

re Certainly war is all Sherman called NELSON CARTER, 

it—I personally would add a few) Beaumont & Hohman, Chicago. 
lines to his description—but, like the 
poor, it is almost always with us! 

Bad taste to advertise Raytheon | 
Radio Tubes are used by the armies | ° . 
in Spain? Maybe so, for the pacifist | Moxie Sales Flourish 
at heart who longs to dance about a To the Editor: I notice an article 
maypole of delusion waving olive on Moxie in 


“ADVERTISING AGE” On 
branches until all Hell breaks loose | page 20 of the July 25th issue. We 


upon him. But not for the realistic | appre wiate your willingness to co- 
buyers, who know that any product 


operate with us but, as your heading 
has to be darn good to stand up in| of the story and the statement that it 
war service. More power to Raytheon | jg almost depleted from the merchan- 
--they have guts enough and “bad | dising scenes is such ‘Os i 


a gross mis- 
taste” enough to brag that their tubes! statement, I want to call it to your 


are good enough to stand up in the | immediate attention. _ An analysis of the 200,000 Subscribers to the Ameri- 

hardest service they could find any-| Moxie sales have shown a substan- , : . 
erage tic ; awe See ere e =< . can Cotton Grower—the only magazine published 

where—in Hell itself, where weak-| tial increase over a period of 54 years | y 6 P 

lings die fast. 


us Chieh 


~~ FF - 2 


}and are now the largest in the com- | in the U. S. exclusively for cotton producers—shows 
Ray W. Fick, _pany’s eg 4 ee a The that 85% of this above-average group are FARM 

Ford, Browne & Matthews, Chi- purpose of the stabilized price 1s to ; . .. . 

cage. allow the retail merchant, of which OPERATORS; that their farms are more than three 
/there are 50,000 in the New England! times the average in size and in productivity per 
| States selling Moxie, a fair profit | ‘y 

°, ve | without cut price competition, acre; and that, collectively, they produce approxi- ) P 
| Frank M. Arcuer, | mately 4,500,000 bales—or 14 of the average total 
A Natural Chairman of the Board, The annual U. S. crop. SUBSIDY PAYMENTS 
To the Editor: Here’s a “Believe Moxie Company, Boston. 


It Or Not.” The corner card of en- BELONGS ON ANY LIST To Cotton Farmers 
velopes bearing literature of the Book yw, | N B [ M de 
League of America carries a design A P lv 509 ow doll ff . ow eing a 
in which the organization’s initials Lucky Break pproximate y Jo of every dollar of farm income aded i he Aastend 1 Ad 
are reproduced prominently—B L A. | in the South comes from cotton, cotton seed, and As provided in the a ene i ‘ 

Of course this is not a description| To the Editor: Maybe somebody | 4 ‘d ; ' d Al d justment Act of 1937, checks tota ing 
of the envelope’s contents, but the! has already called this to your atten- | subsidy payments to cotton producers. ert ad- $130,000,000 for acreage reduction 


Book League of America has uncon-| tion. It just occurred to me that the vertisers who wish to tap this tremendous purchas- subsidy payments to COTTON FARM- 
sciously designed an emblem that | Chesterfield Cigarette people either ERS are NOW being mailed. And 


could very nicely be used on a lot| Were psychic or lucky as the devil in ing power, at its source, should put the American wi the hevcen of the 1938 cotton 
of the stuff going through the mails | timing their poster featuring Gabby Cotton Grower on their preferred lists. The cost crop “yr under peg Ty ger 
ay At | Hartnett. : ° P ° ° money flowing into the hands 0 e 
today—BLA! ae | Hartnett a | is $1 per line for 200,000 guaranteed, paid circula- producers of the nation’s greatest 
. W. Younes, - oo 8 tion to cotton farmers, exclusively. September, money crop will provide cotton farm- 

Crowell Publishing Company, | Western Advertising Agency, — “sold ers with added buying power—a fact 
Springfield, Ohio. Racine, Wis. October, November and December are gol as that should interest every alert 

' months.” Don’t miss them! Special facilities and advertiser. 


, 
7, = ¥ be 


he . Copywriting Woes Youth Movement 
- 4 To the Editor: Here is one of 


merchandising services are offered advertisers. 


wee ; To the Editor: In the July 4 
those coincidences which are the), ; 

, : issue of ADVERTISING Acre, under Ad 
bane of all copywriting—the attached 


; libbing, you said: 
pieces appeared in consecutive orde: 


“This department spoke some 
in my mail basket 


: weeks ago about the increasing in- 
Soon I will begin chewing my cud 


; ; terest in junior advertising clubs and 
Wilford York, the ‘youth movem nt’ i iv t | ing.” 
. e outh ove e! i ac ertuising 
Hoffman & York, Milwaukee Ma + tone » etinatn ¢ that ; ; 
» : ’ ’ aS lave a c ) r oO i " f a ra 4: a. te + ees aah, 
> | Editor's Note: Mr. York's bovine P. PI s = <0 : . bs . Le me i ee : : 
ie tendencies were inspire d by a pair — ADVERTISING Act get ger 
: of ah tn il f ld r ne ntitl | to the point im Me reporting of a6 | * NEW ORLEANS. LOUISIANA * 
) ree lal o1ide;rs one e er . 
fi “Green Pant eon iby C events in every issue. Keep up the : ie : . “ _ CHI ) KANSAS CITY 
3 ee ee a a Ce el NATIONAL ADVERTISING REPRESENTATIVES NEW YORK , oon eg 
‘ pers Farmer; and the other “Knee ; — ait 
Deep in Clover,” from Station WEEI Samuel J. Cohen 
g Both, obviously, referred to the lux Kaufmann’s Department Stores 
t urious markets they serve. Pittsburgh | 
watt 
> ee 
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= To BOOST 1838 Fam income 


A Texas Steer —1938 Model 


Crop adjustment has turned rural Texas to stock raising on 
a scale far exceeding the old days of the cattle kings. This 
year some 300,000 steers, 500,000 hogs, and probably 500,000 
lambs will be fattened on home-grown feeds. At present high 
prices for meats, the value of this “crop on the hoof” is well 
over $100,000,000. 


The Dallas Market 


37 of the Richest Farm Counties 
in Texas 


Although the area which is commonly con- 
ceded to be directly tributary to Dallas is 
only one-ninth of the area of the State, its 
farm products total nearly one-third of the 
| State’s output. And these are DALLAS 
NEWS homes. 


-_ : > . 


Beside its enormous “money” products 
Texas raises a home-consumed food 
supply of more than $100,000,000 a 
year. Because Texas rural pantries are 
so largely self-supporting, Texas people 
can spend their huge income from oil, 
cotton, and other things that go to 
market. 


They have money to spend for a 
whole lot more than the bare necessities 


of life. 


This year the farms of Texas are 
raising the largest feed crops in history. 
Acres released from cotton through 
Government crop adjustment have 
gone into feed. More beef cattle will 
be fattened in Texas this fall than ever 
before. 


Beef, pork, lamb, poultry and eggs, 
and dairy products are scaling new 
peaks of production — not for competition 
in national markets but for greater wealth and 
prosperity right here at home. 


THE DALLAS NEWS—Key to A Treasure-House 


In 37 counties of Texas the influence of The Dallas News ex- 
ceeds that of any other metropolitan daily. 


Within this area dwell more than one-fourth of the people of 
Texas. The stores of this area make nearly one-fourth of the State’s 
total retail sales. and these counties register nearly one-fourth of 


Texas’ automobiles. 
This is the richest oil producing area of its size in the world. 


Shown by market maps and statistics to be in the forefront of 
American markets month after month, the Dallas area is receiving 
preferred attention from sales managers all over America. 


THE DALLAS MORNING NEWS 


Associates: The Semi-Weekly Farm News; The Texas 
Almanac; Radio Station WFAA (50,000 Watts) 


John B. Woodward, Inc. 


Representatives 
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PIANO BUDGETS 
INCREASED FOR 
SEASON AHEAD 


Sales Volume Keeps Pace 
with 1937 


Chicago, Aug. 2.—With sales only 2 
per cent below 1937, piano manufac- 
turers who attended the convention 
of the music industries at the Ste- 
vens Hotel this week were almost 
unanimous in reporting increased fall 
and winter advertising appropria- 
tions. Women’s magazines and those 


devoted to home building and decora- | 
tion seem to be the favorite media of 
the manufacturers, who rely on their 
dealers to use local newspapers, and 
incidentally, are demanding more ex- 
pert jobs by retailers. 

Piano production and sales to deal- 
ers are running along at a 100,000 | 
rate for 1936. While this is far below | 
the peak of three times that volume 
reached in 1923, it is also consider- 
ably above the valley hit in 1932, 
when only 25,000 or 30,000 pianos | 
were sold to dealers. 

The slight reduction in business 
thus far in 1938 has convinced most 
of the piano manufacturers that they | 
are building on a sound foundation | 
and that the business derived from 
the nouveau riche in the 
need no longer be mourned 


twenties 


Veterans Coming Back 

Many of the veteran piano dealers | 
who were driven out of business by 
the depression are returning, it was | 
asserted. While many of the younger 
retailers have demonstrated their fit- 
ness to maintain the position of the 
music trades, the pioneers, steeped in 
the tradition of the industry, are be- 
ing welcomed with open arms. 

George W. Lawrence, vice-president 
in charge of sales promotion, Bald- 
win Piano Company, Cincinnati, said 
that the company will expand its ef- 
forts during the fall and winter, | 
while maintaining the delicately 
sublimated style established by the 
comparatively new advertising 
agency of Stockton, West, Burkhart, 
Inc. This layout embraces a few 
simple elements, superlatively done, 
which flash a message, including the 
brand name, almost at a glance. Mr. 
Lawrence said that the Baldwin | 
“Acrosonic,” its brand name for the | 
popular console type of piano which 
has replaced the obsolete vertical in- 
strument that formerly adorned so | 
many homes, has gained wide accept- 
ance. Baldwin is an apostle of the | 
complete line at every price range. 

Roman de Majewski, wholesale 
sales manager for Steinway & Sons, | 
New York, was equally optimistic. | 
While the appeal for the fall and win- 
ter campaign has not been finally 
Shaped by the company and _ its 
agency, N. W. Ayer & Son, it was in- | 
dicated that the child appeal which | 
has been used so successfully for sev. | 
eral years is likely to be continued. | 

John H. Gettell, secretary, Mathu- 


shek Piano Mfg. Company, New 
York, also reported progress for} 
the “Spinet” grand piano, a name 


coined by the company, and which 
because of its historical background, 


has aroused enthusiasm of dealers 


Learning Is Fun 
Mr. Gettell attributed the progress 
made by the industry not only to the 
fact that sale of a piano and instruc 
tion in its use have tied to 
gether, but to a revolution in concep- | 
tion of how 


been 


piano should be taught 
The laborious practice of the scales, 
which once aroused such detestation 
in the bosoms of small boys and girls, 
game, in which 
how 


has given way to a 


SUCCESS ne matte! small, 18 


reached in the first lesson 
Fall advertising plans of Rudolph 
Wurlitzer Company, De Kalb, IIL, are 
vVarue at the moment, Earl Fay, ad 
vertising manager 
Whil thre 


lye adequately represel 


reported 
ompany will probably 

ted in maga 
Zine final dec ion on media has not 
TI lk nizations 


he« neon 


been re hed 


solid: fliciency 


and economy, with Hugh Stewart as 


vice-president and sales manager. 
Wurlitzer also introduced a new elec- 
tric organ during the convention, 
none knowing before today’s audition 
what the new “mystery instrument” 
consisted of. Buchen Company, Chi- 
cago, handles Wurlitzer advertising. 
Winter & Co., New York, is one of 
the fastest moving companies in the 
business, its Musettes and Resotonic 
pianos having been featured in many 
national magazines. Expansion is 
the advertising policy, according to 
Paul Fink. Samuel C. Croot Com- 
pany, New York, is the agency. 


More Helps for Dealer 


Gulbransen 
making a 


Company, 
come-back 


Chicago, 
after recent 


| charge of advertising, which will ap- | 


financial troubles, held forth in gran- | 
deur on the mezzanine floor of the 
Stevens Hotel. Gulbransen, under the 
energetic direction of its youthful 


president, S. E. Zack, is laying heavy|of the country except 


emphasis on dealer helps, employing 
a long line which includes the ubi- 
quitous paper match. 

Dealers are being taught how to) 
use this material, for which they | 
must pay, to create a carnival atmo- | 
sphere in their establishments. While | 
this is much at variance with the tra-| 
dition of the field, it is proving profit- 
able, according to Mr. Zack. Koss, 
Morgan & Brooks, Chicago, is in| 
pear in women’s magazines and some 
of the more popular movie maga- 
zines. 


. 


| of Teletouch 


“News” Appoints 


The Philadelphia Daily News has 
appointed DeLisser-Boyd, Inc., as na- 
tional representative for all sections 
the Pacific 
Coast. Don Harway & Co. continues 
as representative in Los Angeles 
and San Francisco. 


Names Distributor 
Lawrence Sales Organization, Inc., 
New York, has been named sole dis- 
tributor of the advertising displays 


Magie Mirror Corpora- 
tion, New York. 


> . 
Sutton & O’Brien Named — 
Carl Mueller, New York illustra-| 
tor, has appointed Sutton & O’Brien, 
Inc., New York, as representative. 


—— 


Ad Head for Fair 


Arthur Freeman, formerly with 
Einson-Freeman Company, Inc., Long 
Island City, and R. H. Macy & Co, 
New York, has been named director 
of advertising and merchandising for 
the New York World’s Fair. 


Crumrine Joins Ellis 


Kennedy Crumrine, formerly with 
Morill Press, Inec., New York, has 
joined the New York office of Sher- 
man K. Ellis & Co., Inc. 


Vestal to R&R 


Vestal Chemical Laboratories, Inc., 
St. Louis, has appointed Ruthrauff & 
Ryan, Chicago, as agency for its 
Wax-Rite Floor Wax and other prod 
ucts. 
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10 Proprietary 
Advertisers to 


Offer Exhibit 


(Picture on Page 35) 

New York, Aug. 3.—William M. 
Bristol, Jr., vice-president, Bristol- 
Myers Company, has been named 
chairman of a committee represent- 
ing ten manufacturers of nationally 
advertised drug products who will 
sponsor a cooperative exhibit empha- 
sizing the scientific background of 
their products at the New York 
World’s Fair. 

The other companies that will join 
in the exhibit in the Hall of Phar- 


macy Building are: Chesebrough 
Mfg. Company; Colgate-Palmolive- 
Peet Company; Emerson Drug Com- 
pany; Charles L. Huisking & Co.; 
Johnson & Johnson; Lambert Phar- 
macal Company; Sterling Products, 
Inc.; Vick Chemical Company; and 
White Laboratories, Inc. 

Representatives of these manufac- 
turers attended a preview of a scale 
model of a giant medicine cabinet 
which will make up the joint exhibit. 
A service company called The Show 
Globe, Inc., is in charge of the phar- 
macy building. Earle A. Meyer, for- 
merly executive secretary, committee 
on advertising, Proprietary Associa- 
tion, is president of Show Globe. 

The drug industry building and ex- 
hibits will involve an expenditure of 


approximately $1,000,000, according 
to Mr. Meyer. Joseph A. Huisking, 
secretary, Charles A. Huisking & Co., 
is chairman of the industry wide 
committee in charge. 

The medicine chest exhibit spon- 
sored by the ten manufacturers will 
occupy a section of the pharmacy 
building, and will be 20 feet high and 
15 feet wide and will feature a mir- 
ror large enough to reflect 3,000 faces 
at one time. The cabinet itself will 
serve as the proscenium arch of a 
theater, with action scenes to be en- 
acted on six dramatic sets. 


Names Griffes & Bell 


Cone Dispenser Corporation, New 
York, has appointed Griffes & Bell, 
Inec., New York, as its agency. 


“Time” Not On List 


Magazines carrying advertising by 

National Institute of Research & Eco- 
nomics, Inec., New York, will not in- 
|eclude Time, according to Paul West, 
assistant publisher. Announcement 
|of the campaign to sell the Institute’s 
| book, “Behind the Scenes of Life In- 
surance,” recently included Time 
with nine other national magazines 
on the schedule. 


Seek Fair Trade Pact 


Formation of a fair trade practice 
agreement is the main objective of 
Tufted Bedspread Manufacturers’ As- 
sociation which was formed last week 
in New York. Initial membership 
includes 25 manufacturers. Plans in- 
clude a further meeting late in Au- 
gust, in Dalton, Ga. 


Of the 214 publisher members of the Audit Bureau of Circu- 
lation, only six magazines are currently credited with over a million 
newsstand circulation. Of these, McCall’s is the only representa- 
tive of the women’s service-magazine field. 


Since newsstand sales have been published in A BC statements 
(with a single exception of one publication in one six-months’ 
period), no other women’s service magazine has sold in any six- 
months’ period within a quarter of a million copies of McCall’s. 


For the first six months of 1938, women have bought at the 
newsstands a monthly average of over 1,005,000 copies of 


McCall’s—a gain over the last six months of 1937 of approximately 
90,000 copies. 


The July, 1938, issue of McCall’s (the first of the second six- 
months’ period) indicates an increase in newsstand purchases of 


approximately 150,000 over July, 1937. McCall Corporation, 230 
Park Avenue, New York. 


\ MCCALL'S 
SMAGAZINE 


Largest Newsstand Sales of any 
Women’s Service Magazine 


STRESS SHOWMANSHIP 


¢ °° Z te 
CONSOLE PLAN 
7 he Sale 


oer 


| 


AMONG PIANOS 
FOR YOUR HOME 


Petite and graceful in de- 
sign, musically charming, a 
Gulbransen Console Piano” 
has that indefinable, unmis- 
takable something which 
sets it apart as a star among 
pianos. A Gulbransen Con- 
sole Piano will enhance the 
beauty of your home; create 
for you an atmosphere of 
luxurious charm. Priced 
most moderately. Write for 
' catalog. Gulbransen Co., | | 
\ 816N. Kedzie Ave., Chicago 


Vrms Oe 


Gulbransen Company, Chicago, will 
concentrate its advertising in women's 
magazines during the coming year. One 
of the scheduled layouts is shown here. 


Seasonal Drop 
Marked Network 
July Billings 


New York, Aug. 3.—Radio network 
billings dropped about 18 per cent 
in July when volume on the three 
major chains totaled $4,493,175 
against $5,523,216 in June. Compared 
with July, 1937, the total shows a loss 
of about 6 per cent, and aggregate 
billings for the first seven months of 
this year, $42,440,323, are 4 per 
cent above the first seven months of 
last year. 

Gross billings of National Broad- 
casting Company in July were $2,- 
958,710, a 9.3 per cent increase over 
July, 1937. The seasonal drop from 
June’s total was 7.6 per cent, against 
a 9.9 decline in the same period last 
year. NBC cumulative billings for 
seven months were $23,982,384, com- 
pared with $22,655,557 in the first 
seven months of 1937, an increase of 
5.9 per cent. 

Time sales for Columbia Broadcast- 
ing System in July grossed $1,367,- 
357, better than any July in the com- 
pany’s history except last year. To- 
tal revenue for the first seven months 
was $16,948,652, compared with $16,- 
791,677 in the first seven months of 
last year, an increase of almost 1 
per cent. 

Mutual Broadcasting 
grossed $167,108 in July, against 
$101,458 in July last year, an in- 
crease of 64.7 per cent. Total billings 
for seven months were $1,509,287, 
compared with $1,267,127 in 1937, a 
jump of 19.1 per cent. 


System 


Test Case Deferred 


Hearing on the suit filed against 
Packard, Bamberger & Co., Hacken- 
sack, N. J., super-market, by Retail 
Grocers Association of New Jersey, 


alleging violation of the state’s fair 
trade act, was adjourned to Sept. 16 
to give counsel for both sides oppor- 


tunity to agree on stipulated facts 
and procedure. 


Opens New Agency 
| Mayer-Lopez, Inc., has been organ- 
| ized as an advertising and merchan- 


dising organization with offices at 342 
Madison avenue, New York. F. F. 
| Lopez has resigned as manager of 
|overseas division of Gotham Adver- 
tising Company, New York, to be- 


;come president of the new agency. 
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AGE OF BUYERS 
HELD VITAL IN 
MARKET STUDY 


Youth More Responsive to 
Advertising Appeals 


New York, Aug. 2.—That age, as 
well as income, has significant bear- 
ing on the evaluation of markets for 
advertised products, is demonstrated 
in a new study of buying habits by 
Macfadden Publications, Inc., based on 
a further analysis of the field data ob- 
tained last year in a survey of Fort 
Wayne, Ind. 

Factual corroboration is presented 
for the theory that response to adver- 
tising, among adults, varies inversely 
according to age, and newer types of 
products are shown to be in much 
wider use among younger homemak- 
ers with a marked preference for na- 
tionally advertised goods as against 
non-advertised items. Importance of 
income is measured in two dimen- 


sions—penetration and volume—and 
the major consumer market is located 
in the middle income groups, ranging 
from $1,000 to $3,000 annually, which 


account for about 70 per cent of the) 


volume of nearly every advertised 
product. 

While the study was made from a 
breakdown of statistics on individual 
brands, the Macfadden report, which 
will be available soon in booklet 
form under the title of “Age and In- 
come of Those Who Buy,” deals only 
with general classifications or types 
of products. Some of the more sig- 
nificant facts developed from the ap- 
plication of the twin yardstick of age 
and income are the following: 


Hail the Can-Opener! 


Younger housewives make greater 
use of the can opener than their older 
sisters. Canned fruit juices, for ex- 
ample, which have been widely ad- 
vertised and distributed only in re- 
cent years, appear to have taken hold 
better in the lower age groups. Even 
canned soups, which have been ad- 
vertised for several generations, are 
used by a bigger proportion of those 
in the younger brackets. 

Dividing consumers into age groups 
above and below 40, the study found 
that 73.8 per cent of those under 40 
use canned beans compared with 68.7 
per cent of those over 40; Canned 
soup, 72.6 per cent under and 59.4 


CORRELATION OF AGE AND INCOME 


Under 30 30-34 


A $5,000 and Over 
8 $3,000 - $4,999 


C $2,000 - $2,999 


35-39 40-44 


55 & Over 


D $1,000- $1,999) 57.2 4 


53.8 


39.3 
44.8 
44.4 


E $999 and Under 11.9 ii 


6.7 9.4 


The ages given here refer to the homemaker. 


It is interesting to note that the 


two top income groups have consistently grown larger with each age bracket. 


The proportion of families is three times as large for 


"A" and nearly twice as 


large for "B", in the 45 and over group as in the under 30 age bracket. 


per cent of those over 40; canned 
fruit juices, 34.9 per cent under and 
26.7 per cent over 40; canned tomato 


Hospitals are built 


For every 


hospitals today, 


and 

to render care to the sick and injured 
. yet less than half the people in any 

hospital are sick or injured!* 


LOO patients in 
there 


a 


maintained 


American executives 


are approxi- ents, 


tians, 


hospital .. . 


But I haven’t 
been sick 


dry machinery and supplies, $39,000.- 
000 of maintenance money, $45,000,000 
of heat, light and power, ete., ete. 


-_ 
These are the 


superintendents of nurses, 


day! 


men and women whose 
hospital superintend- 
dieti- 


mately 150 persons who are not patients 

. perfectly well men and women who 
are nurses, maintenance men, house- 
keepers, technicians, office workers. ele- 
executives, cooks, 


vator operators, 


switchboard operators . men and 


women performing the multitudinous 
services required by the complex or- 
ganization called a hospital men 
and women who require an almost end- 
less variety of materials and supplies 


in order to perform their duties. 


These are the men and women who 
handle (and help eat) the $212,000,000 
of raw food consumed in hospitals each 
$50,000,000 of house- 
$34.000.000 of laun- 


vear: who use 


keeping supplies, 


Hospital Management 


The National Magazine of Hospital Administration 
. 100 E. Ohio St., Chicago — 330 W. 42nd St., New York ANY 


assistance on the business problems of 


running 


HOSPITAL 


If you'd like to have your goods or 


services 


pital personnel, 
story to hospital executives regularly 


through 


MANAG 


*The 


consists 


in’ which 
These hospitals, in contrast to general 
hospitals, usually have fewer employes 
than patients. 


housekeepers, ete., 


get practical 


a hospital from the pages of 


MANAGEMENT. 


used by this vast army of hos- 
you should tell your 
the pages of HOSPITAL 
EMENT. 


exception that proves the rule 
of mental hospitals and others 
treated. 


chronic illness is 


juice, 47.9 per cent under and 37.6 
per cent over 40. 

Ease of preparation was shown to 
be an important factor with the 
younger housewife by the extensive 
use of packaged foods. A comparison 
of typical items follow: 


40 and 
Under 40 over 

Per cent Per cent 
Packaged cheese ..... 62.9 54.6 
Packaged crackers ... 93.3 89.2 
Gelatin dessert ...... 90.6 82.3 


Prepared puddings ... 24.7 13.5 


Prepared ice cream 

DE cvesdc tae ea ees 18.4 9.4 
COR COTO 6 vaca cess 88.1 79.4 
fF =a eee 66.1 57.9 


Coffee and tea seem to be used in 
about the same proportion in both 
groups but prepared food drinks are 
much more widely used in the lower 
age bracket. Contrary to popular be- 
lief, home baking appears to be a 
widespread practice among younger 
housewives. About the same propor- 
tion in each age group keeps baking 
powder on hand but a greater use of 
prepared shortening for cakes, pies 
and other purposes, and prepared 
cake and pancake flour, shows the 
tendency of the younger housewife to 
use the “short cut” products and 
processes. Here are some typical fig- 
ures: 
40 and 

Under 40 over 

Per cent Per cent 
Baking powder ...... 94.0 92.1 
Prepared shortening 


BM vs essscadavnss See 31.3 
were, 36.2 33.0 
Deep frying ....... 40.0 23.9 
io) Pi, re 37.6 32.1 
Cooking chocolate . 63.0 _ 52.7 
Special cake flour .... 56.2 52.0 
Prepared pancake flour 53.5 45.3 


A further fact showing the leaning 
of younger housewives toward 


foods is in the 
of gas. 


lower consumption 


Youngsters Watch Teeth 


Tooth paste, tooth powder and 
tooth brushes are all used by a larger 
proportion of 
under 40 group, the 
ferential being in the case of tooth 


tensive advertising in recent years. 
Families with housewives between 
18 and 40 are usually equipping 
themselves for many years to come. 
Many buy their first mechanical re- 
frigerator, radio, 
the durable goods advertiser, 
market, as indicated by these figures: 

40 and 

Under 40 over 
Per cent Per cent 

Own °36 or ‘37 me- 


re, 


Tees 


chanical refrigerator 22.8 14.8 
Own °36 or °37 auto- 

Ghee we wae . 27.4 21.3 
Own °36 or ‘37 radio. . 20.4 19.0 
Own °36 or '37 washing 

machine ..... 16.5 10.7 


From the standpoint of 


(Continued on Page 33) 


prepared and quick process types of 


families in the 
largest dif- 


powder which has seen its most ex- 


automobile or 
washing machine in these years. To 
these 
younger families present a responsive 


Fixed Prices a 
Voided on Two 
Schenley Lines 


New York, Aug. 3.—Two of its ma- 
jor brands, Golden Wedding rye ang 
Belmont bottled-in-bond bourbon 
whisky, were withdrawn yesterday 
from the protection of price mainte- 
nance contracts in the metropolitan 
area by Schenley Products Company, 
which announced at the same time 
that new contracts would be estab- 
lished Sept. 2. Retailers along the 
liquor front expect a lively price war 
in the interim. 

Two Schenley wines were also 
withdrawn from price maintenance 
until Sept. 2. In a statement, which 
officials refused to amplify, the com- 
pany made it clear that the change 
in policy does not affect any part of 
the country except New York City. 
Speculation was rife as to whether or 
not an entirely new marketing pro- 
gram was to be tested out. 

Leo Sack, in charge of public rela- 
tions for Schenley, said that com- 
pany officials regard their move as 
“the most constructive development 
that has occurred in liquor merchan- 
dising since repeal.” 


Stretch Appointed 


Harold A. Stretch has been named 
advertising director of the Philadel- 
phia Inquirer, succeeding George G. 
Steele, resigned. 


Field to “Jeweler” 
David Field, formerly on the ad- 


has joined the New York staff of 
National Jeweler. 


Bailey Made Editor 


Barrel and Box and Packages, Chi- 
cago, has announced the appoint- 
ment of New Bailey as managing 
editor. 


Linen Group Appoints 
Linen Trade Association, New 
York, has appointed Winternitz & 


lations and advertising counsel. 


Miss Weaver Moves 
Wanda Weaver has resigned as ac 


Chicago, 
Chicago. 


VERY month... 
chandised, 
give point and potency to promotions . - 
situations . all kinds 


100 new, smartly me 
phot iy one eye catchers 


f busimess 


sizes .. . ONE PRICE 


| Posed by New York's top models , 
in leading studio Inspirational, clever, 4 
practical . great for idea men. A vast 

orceful subjects to 1 t every adi 

RIGHT IN you OWN OFFI 

. at $5 a month Glossy Print Pion 
| those who cannot 


| need aa 


use mats 


Proofs and Details of Trial 
Subscription Free on Request 


PHOTOMATS #5" So" 


income, 


vertising staff of the Detroit Times, 


Cairns, of the same city, as public re- 


count executive with Buchanan & Co.., 
to join Ruthrauff & Ryan, 
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New ‘Cosmetic’ A NEW FIELD FOR GLAMOR Advertisers to |5 Coast Papers ’ ; 
Is Presented-- Set Standards | Sell Magazine, ie 
It's for Shoes for Food Act} Comics as Unit 


st. Louis, Aug. 2.—Wizard Com- New York, Aug. 2.—Creation of a New York, Aug. 4.—Both color 
pany made its debut in the cosmetic committee of food chemists to aid in| comic and magazine sectien advertis- 
field today with a merchandising ven- interpreting the new federal Food | ing will be available in five important 
ture that included all the trimmings and Drug law has been approved by | Pacific Coast Sunday newspapers as 
_fancy “cosmetic bar,” new and the board of directors of the Asso-| qa unit Sept. 18, D. E. Moran, Jr., 
smartly styled packages and promo- ciated Grocery Manufacturers of| president, Gravure Service Corpora- 
tional copy photographically  en- America, and research experts] tion, announced today. 
hanced with undraped femininity—al- of member companies will shortly be| On and after that date, either color 
though the product is a shoe polish named to cooperate with the asso-|comic or magazine section advertis- 
instead of a face cream. Trade name ciation. ing may be bought as a unit for the 
of the line is Trimfoot Shoe Cos- The committee was authorized for | first time in the Los Angeles Times, 
meties, offered by Wizard’s Trimfoot the purpose of “formulating policies| Oakland Tribune, Portland Journal, 
division. so that manufacturers’ operations| san Francisco Chronicle and Seattle 

J. B. Reinhart, Jr., director of sales will conform with scientific and tech-| Times. 
and advertising, said that “Shoe pol- nical requirements of the new law,”| In the comic sections, four-color ad- 
ish” has been shoe polish since the Paul S. Willis, AGMA president, de-| yertising will be available in page, 
days when men started to wear shoes clared. He said that both the Food| half-page and quarter-page units, sin- 
for foot covering. The shoe polish in- and Drug act and the Wheeler-Lea| gie color strips also being sold on a 
dustry, as such, has become a badly act seriously affect grocery manu-| unit basis. In the magazine sections, 
jumbled price puddle. facturing establishments, and the] four-color advertising will be avail- 

“Thus comes our decision, follow- chemist’s committee is needed to in-| able in page and half-page units, with 
ing our recent entrance into this field, sure conformity with the legislation. black and white also being sold. 


to market our product as a ‘shoe cos- To Sponsor State Laws Gravure Service Corporation repre- 


metic.’ ” sents the five papers both collectively 
It is expected that the vanity ap- and individually. 


peal, held largely responsible for crea- 
tion of the enormous cosmetic mar- 
ket, can be similarly employed in sell- 
ing cosmetics for shoes. Display 
copy, for example, reminds women 
that “Beautiful shoes are a blessing 
to your feelings. They will stay 
beautiful, too, if you care for them 
the way you care for your own skin.” 

Emphasis is also placed upon the 
distinct “make-up” available for each 
type of shoe, just as many powders 
and other cosmetics are individually 
blended to suit each woman. The 
“cosmetic bars” offered Trimfoot 
dealers carry out this theme, present- 


4 


The association directors also ap- 
proved the suggestion of Charles 
Wesley Dunn, general counsel, that T ° 
the organization should plan to co- o Badger & Browning 
operate in sponsoring state laws pat-| G. H. Bass & Co., Wilton, Me., 
terned after the federal food act. Mr.| Manufacturer of Sportocasin golf 
Dunn pointed out that uniform state|Shoes and other outdoor footwear, 
statutes are expedient to adminis-|@8 appointed Badger & Browning, 
trate successfully the federal law. Inc., Boston, as its agency. Magazines, 

The heard alo endorsed AGI A‘s newspapers and trade publications 


; . : will be used. 

sponsorship of loss leader legislation, Sipsitnaiinianisi 
and set Nov. 28-30 as the time for ° 
the next annual convention of the BI — - oe 
group. The meeting will be held in se See VUES, =—(UOm pany, 
New York, with headquarters in the Roselle Park, N. J., has appointed 
Wald rf-Astoria Koretz, Kopel, Ideas, Ine., Newark, 

— . as its agency. Initial promotion will 
include a job dealer cooperative plan 


 . : 


. Louis 


ing an ensemble display of suede : Sedgwick Expands for distributors throughout the 

cleaners, fabric cleaners, shoe cream This pulchritudinous lass lends plenty of glamor to the new merchandising treat- Edward L. Sedgwick Company, country. . # 

and suede buffer. ment used by Wizard Company, St. Louis, on its recently launched line of shoe Peoria, Ill., has moved its Chicago N d b oF P - 
ee eae ess cosmetics. office to larger quarters at 333 N. ame y ree rress 


Sh ‘ll with BBDO Michigan avenue. Douglas M. Smith, Burlington Free Press, Burlington, 
errt for several years prior to 1928, has} Mr. Sherrill has been with Gen-| associated with the agency for sev-| Vt., has appointed Tenney, Woodward 

Leicester H. Sherrill, who was with | rejoined the agency in New York as| eral Foods Corporation and Compton | eral months, has been named man-| & Co., Inc., New York, as its national 
Batten, Barton, Durstine & Osborn, | account executive. In the interim| Advertising, Inc. ager of this office. advertising representative. 


WAPI starts 17'" year as most powerful station 
—day and night—in all Alabama 


WAPI, Birmingham, is the only station that covers all Ala- 


bama, day and night. It is the only Alabama station with a 


complete schedule of Columbia Network shows (plus asteady 


pageant of brilliant local originations). And WAPI is the only 
station in the state that serves the farmer as well as the worker 


... With farm programs that rural audiences want to hear. 


For sixteen pioneering years, WAPI has been the “Voice of 
Alabama.” Today, with its new, vastly improved facilities, it 


becomes more than ever— Alabama’s voice for all the state 


... and the advertisers’ least expensive voice to all the state! 


tepreenedy RADIO SALES 


| A DIVISION OF THE COLUMBIA BROADCASTING SYSTEM. NEW YORK, CHICAGO, 


DETROIT, MILWAUKEE, BIRMINGHAM, LOS ANGELES, SAN FRANCISCO 


" r a » f : Meo (ei cae a 
ad a as Ba #2 ‘ 
4, > 44 2 3 - 2 
ae a 
; a 
eens ie 
cae WLI j “4 = a soap § 
wtb hietiet eg 
WoULMUTT 4 
“ 
‘ - 
os 
i (ill —" 
2 oT | Sof Ae ; a ‘g : 
’ < a : — : a 
a | , s " 7% abe ~ ‘i nO = Re. | 
a, ; Bree ae he een “' ' : 
ad : a ‘a L70 ‘ fe, > 4 ” ae es 7h = 
vt VF 3° Sw: i | i 
| Be Ne i all © assed ' a ae 
| p oe 4 Las 
| s & he a 
ca ; hiw a a a 
“os i eT ae ag a ; on 
ea * ee ae ae trie. is. - m 
pis gw o ‘ fe eee a eis errr ’ a a _ 
ee = ie 
ee : a . 
sic. 
| f | 
4 
% : 
a ae 
. payers - 78 é eee 
f cee -_. ‘ote 
ei el 05% % 
Ber scessceseses ¥ 
r ISTH HTS ' 
Hh 992 998 #0505 a 
ee eee - 
» Stet sea teses a 
Sd ) P) °35 %a5 95 oes 
p + ; 23399 8aeegtes aaa 
*% 3 2 % % % 
Le 4) 49 % %, 
‘ ” ’ 523995 eo: i hd - * 
ts ae 2; #9205 Paste 
< ; 4,%@ ey a . 
” 4473,% #2 %e oF 
o. 7 @ 4 vy 
A 172908eeseetes ‘ee 
vee 25 2ag8asts! =z 
, tien Bet, 435 2 > ee | a 
* 6 + é MP eee PPG a 
ORE 4 
Mist “tapas Ain Oe a 
ee I ee ; 
ae Py ‘Sigg 
‘ lls S$ 42 ey 8 ; 
es wi | 
. eget Sis 
. ~ -_ : ee 
’ = ot “7 a 
p 4 ie Fs eo 
ee * re 
’ _ t * 
: 7 ? *. r 
' cc | 
ee 


ADVERTISING AGE 


August 8, 193g 


erst j tes : * Fa aS ¢ 
ee AE 


Es 


| Many Long Island hus- 
si bands work in Manhattan, but Long Island 
oe wives do their buying at home. They buy 

$123,000,000 worth yearly from merchants 


in the 56 cities and towns which comprise 


“A” market, U.S. A. 


These merchants set a fast sales pace 
They know where to advertise to sell Long 
Island housewives. Last year they placed 


close to three million lines of local display 


in the 


THE | 


NASSAU | 
REVIEW . 
STAR 


Standard Rate & Data Listing: Hempstead—F ree port 
Executive Offices: Rockville Center, N.Y. 


Lynbrook. 


- oe ty 


Getting Personal 


J. M. Hills, president, Grocery Store Products Company, and Art 
Ramsdell, director of sales, Borden Company, have been added to the 
board of directors of the Associated Grocery Manufacturers of America. 
The latter is having a vacation from his duties as president of the 
Sales Executives Club of N. Y., since that group has stopped meeting for 
the balance of the summer. . . Walter P. Chrysler, chairman, Chrysler 
Corporation, has ended his two-month stay in a sanitarium and is con- 
valescing at his Long Island estate... 


ARABS ORGANIZE FOR MORE GOOD TIMES 


The Accrescent Roster of American Beer Sippers has been formed in Chicago, 

with “More Fun" as its shibboleth. Left to right, Robert Longabaugh, Cunard 

Lines, president; Maximillian Leonhart, Frank W. Black Company; Eric C. Foote, 

Croydon Advertising Company, counsel; and Howard Christiansen, assistant 
state's attorney. 

As if Earle Meyer, chairman of the advisory committee on adver- 
tising, Proprietary Association, wasn’t busy enough with the drug in- 
dustry’s plans for participating in the World’s Fair, he has recently had 
other worries. Everything is lovely now, however, for his family boasts 
a six-pound baby daughter. John T. Calkins, general manager, 
Elmira Star-Gazette, has undergone a major operation after three weeks 
in the hospital. He will be back at his desk with a sound gall bladder 
after a few more weeks in the hands of the medicos. . . Jack Silverman, 
v.p., Purepac Corp., is recuperating at home after a number of opera- 
tions this year. . . Roy C. Flannagan, of the Richmond News-Leader, 
has authored a book called “The Story of Lucky Strike.” . John 
Archer, radio dept., Pedlar & Ryan, Inc., is ferrying across the Atlantic 
on a combined business and pleasure trip. .. Fred Weber, general man- 
ager, MBS, has been absent from his office with an infected tooth. . . 

Jim Cawley, s.m., Photographic & Illustrations Dept., McGraw-Hill 
Pub. Company, presents an example of the tail wagging the dog. He 
used to sell space for Factory and was an amateur camera addict in his 
spare time. His photography became so expensive he started doing work 
for his friends to pay the freight, and now he has made his hobby his 
business. . 

Donald William Francisco, new prexy of Lord & Thomas, worked 
his way through Michigan State as cartoonist, waiter, and reporter. . . 
Eimer Wheeler, pres., Tested Selling Institute, practically owns the 
state of Texas by now. As a result of a number of talks advising “Don’t 
sell the steaks, sell the sizzle,” Elmer has been made a colonel on the 
governor's staff, a Texas Ranger, deputy sheriff and honorary fire chief 
of San Antonio... 


BATTLING FOR SOFT BALL LEAGUE PENNANT 


A typical scene in Grant Park, Chicago, these hot summer days, as members of 


the advertising fraternity vie for soft ball honors. Pictured here are Bill Holman, 
Scripps-Howard; Morris Singer, Roche, Williams & Cunnyngham; Umpire Cava- 
retta (Phil's brother); and Byron Goodwillie, S-H Western manager. 


John H. Livingston, Jr.. who has the advertising concession in 
Fifth Avenue buses in N. Y., is dabbling in real estate on the side. 
He has bought a choice parcel of land on the ocean front at Southamp- 
ton, L. L, and plans to erect the only dining and dancing casino within 
50 miles 

Serving on the Forward Syracuse Committee, a civic group to boost 
business, are Edward Barlow, pres., Barlow Advertising Agency, and 
W. T. Lane, pres., Wm. T. Lane Advertising Agency. . . Emma Dot 
Partridge, treas.. Window Advertising, Inc., is back at work after an 
air trip to Wichita 

Martin O. Kahn, dir. of pub. and a.m., and Geo. C. Engel, sec. and 
gen'l merchandise manager, both of Jane Engel & Affiliated Stores, have 
written “Profitable Specialty Shop Operation.” McGraw-Hill Book Co. 
is the publisher 

Bill McFee, director of plans and copy, American Rolling Mill Com- 
pany, Middletown, O., and former president, Nathional Industrial Adver- 
tisers Association, is Just back from a honeymoon. . . Charles Rheinstrom, 
v-p in charge American Airlines, Inc., Chicago, is sporting a 
diamond pin denoting ten years with the air company The Buffalo 
League of Advertising Women is praising Mattie Newman for making 
the annual outing a gala day 


of sales, 


Fall Dete 
MarkConsumer 
Co-op Labels 


New York, Aug. 3.—Five coopera. 
tive wholesalers with an aggregate 
annual business of over $7,000,009 
are planning to adopt a uniform, jp. 
formative label for all goods solq 
through consumer co-op outlets, jt 
was revealed here today by Theo. 
dore Castner, buyer, Eastern Coop. 
erative Wholesale, Inc. 

A meeting will be held in Chicago 
Sept. 12 at which representatives of 
the following will be present: Cen. 
tral Cooperative Wholesale, Inc., Sy. 
perior, Wis.; Consumers Cooperative 
Association, North Kansas City, 
Mo.; Cooperative Wholesale, Inc, 
Chicago; Eastern Cooperative Whole. 
sale, Inc., New York; and Midland 
Cooperative Wholesale, Inc., Minne. 
apolis. 

Mr. Castner told ADVERTISING Acg 
that while it is the intention of the 
cooperative wholesalers to label all 
merchandise eventually, the first 
move will be made in the grocery 
field. A uniform design, intended 
to serve as a symbol of quality mer. 
chandise at low cost, is being 
planned. Information on labels will 
seek to answer questions consum- 
ers ask, including size, number of 
servings, and government grade. 

Although other products cannot all 
be descriptively labeled as success- 
fully as foodstuffs, efforts in this 
direction will be made wherever 
feasible. Mr. Castner declared that 
about half of the 600 grocery items 
handled by his o1rzanization are now 
unlabeled. 

He added that the sales volume 
of Eastern Wholesale Cooperative 
is substantially higher this year than 
last. Total business for the first 
six months amounted to $341,783, 
compared with a total for all of 1937 
of $540,000. 


Kneis Leaves Store 


Karl Kneis has resigned as display 
manager for Stix, Baer and Fuller 
Company, St. Louis department 
store, to represent the following dis- 
play companies in Southern states: 
Lilian Greneker Studios, New York; 
Display Products, St. Louis; Olt- 
'man’s, Omaha; and Shoemann & 
Mayer, Brooklyn. For the past two 


years, Mr. Kneis has been named 
winner of the window display con- 
| test staged by the International As- 
| sociation of Display Men. 


WNBC Renewal Okayed 


| 
| Station WNBC, New Britain, Conn., 
‘has been granted permission to oper- 
ate on one kilowatt power, unlimited, 
by the Federal Communications Com- 
'mission. Permission has also been 
granted for construction of a new 
transmitter. The station will begin 
| operation on its new power and time 
| about Oct. 1. 


| Morgan-Murray Formed 

Alexander Morgan and B. J. Mur: 
ray have formed Morgan-Murray As 
sociates, specializing in direct ad- 
vertising, with offices at 300 Fourth 
avenue, New York. 


‘NO MOROCCO 
ENCYCLOPEDIAS! 


Not one of the 54,412 | 
(ABC) Seranton Times 
families was induced to 
subscribe by the gift of a 
set of hand-painted china, | 
insurance policy, or any 
other kind of a premium. 
The record Scranton 
Times 


circulation, 4 
|) greater circulation than 
the combined totals of all 
other dailies printed or 
sold in Seranton, is based 
on reader service. 


The Scranton Times 


Established 1869 
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NEW DR. WEST 
BRUSH TO BOW 
ON OCTOBER 1 


Will Exploit Synthetic 
du Pont Bristle 


Chicago, Aug. 4.—Weco Products 
company, already ranked first in 
sale of tooth brushes, will endeavor 


to increase its advantage about Oct. 
], when newspapers and magazines 
will emblazon news of a new syn- 


thetic bristle, product of E. I. du 
pont de Nemours & Co., and said to 
be far superior to any which the 
lowly hog has been able to produee. 

Preliminary work by Weco Prod- 
ycts on behalf of the new Dr. West 
tooth brush has been devoted to 
setting the stage by working off 
stocks of the old brush. This has 
been achieved by use of a new blue 
carton, the famed glass tube now 
being dedicated to the new Miracle- 
Tuft: “No bristle shedding, 100 per 
cent waterproofed, longer life, 
greater cleansing power,” and priced 
at 50 cents, which hitherto has been 
the tag on the old Dr. West. The 
minimum will be 47 cents. 

The Dr. West Waterproofed brush 
in its new package is being sold for 
35 cents, with a minimum of 33 
cents, to clear the decks for exploita- 
tion of its modern little sister. The 
few stocks which are not disposed 
of in this mid-summer promotion 
will be returnable without penalty, 
when certain minimum supplies of 
the new Miracle-Tuft are bought by 
the druggist. 


Has Many Adaptations 


While the du Pont innovation will 
give competitors of Dr. West a 
knotty problem to work on, it will 
ultimately have repercussions in 
other fields. The new bristle, known 
as “Exton,” is adaptable to many 
other types of brushes, such as hair 
and hand brushes. It is not yet 
ready for use on paint brushes. 

Exton is made in the form of a| 
plastic mass, which is forced through | 
molds of any desired shape, emerg- 
ing in strands ef any desired length. 


Its stiffness and other qualities can | 


be accurately contrelled in produc- | 


‘tion. Tests indicate that the syn- 
thetic material will outlast the hog | 
bristle by two to one or better, the 


former apparently being impervious 
to water and saliva. Production costs 
are higher, but are likely to be) 
reduced substantially as volume | 
rises. An entire du Pont factory has 
veen devoted to Dr. West production 
since 1927. 

Surveys indicate that Dr. West 
‘tooth brushes have sold at the rate 
of 11,000,000 a year. J. Walter 


Thompson Company is the agency. 
Schedules have not yet been set up| 
P | 
‘or the new campaign. 


Friedman Resigns 
(Wi alter L. Friedman, vice-president 
| {Edward B. Gotthelf & Associates, 
ew York, and account executive 
' the past four years, has re- | 


gnhed 


wae ADVERTISING TEST stati LJ 
INTHE ADVERTISING TEST city 


Listen to WDRCI 


Dr. Daniel Starch and 
Staff called on families 
of every income bracket 
in the large Hartford 
County. Of all the radio 
families interviewed, they 
found 95% in the evening, 
and 91% in the daytime, 
listen regularly to 

WDRC! 


Challenges FTC 


Power to Rule 
Liquor Field 


New York, Aug. 2.—In answering 
a Federal Trade Commission cease 
and desist order, Raritan Distillers 
Corporation, Perth Amboy, N. J., has 
challenged FTC jurisdiction over 
liquor commerce and instituted a test 
case which is being watched with in- 
terest by advertisers. 

Raritan Distillers, a _ rectifying 
company, was cited for using the 
term “distillers” im its name. The 


chief contention in the reply is 
that Congress has vested exclusive 
authority over liquor commerce in 
the Federal Alcohol Administration 
and that the authority previously 
given the FTC has been repealed by 
implication. 

Raritan’s counsel in the case are 
Joseph H. Kraus, former present 
of the National Institute of Wine and 
Spirit Distributors, and John W. Hill- 
drop, former counsel of the FTC. In 
their brief they said: 

“It is apparent that the objectives 
of the two statutes, (Federal Trade 
Commission Act and Federal Alcohol 
Administration Act) are the same, 
the proper regulation of the liquor 
traffic with reference to labelling, ad- 


vertising and selling intoxicating 
liquors in commerce.” 

To substantiate their claim that 
the later law repeals the earlier, 
insofar as the liquor business is con- 
cerned, the attorneys assert that 
the remedy open to FTC is 
merely a cease and desist order while 
that of the Alcohol Administration is 
the suspension or revocation of basic 
permits. 


“Tribune” Plant Opens 


The Tribune, La Crosse, Wis., cele- 
brated the formal opening of its new 
plant wih a 120-page edition. Wis- 
consin Markets, Milwaukee, was in 
charge of advertising for the special 
edition. 


To Bresnick & Solomont 


Bancroft Walker Company, Wal- 
tham, Mass., manufacturer of Foot 
Delight shoes, has appointed Bres- 
nick & Solomont, Boston, to handle 
its account. 


Frankel Promoted 


David Frankel, sales manager, 
Goodall Company, Cincinnati, maker 
of Palm Beach suits, has been elect- 
ed vice-president. Joseph Stevens 
succeeds him in the sales post. 


Benson & Dall Moves 


Benson & Dall, Inc., Chicago 
agency, has moved to new and larger 
quarters in the Utilities bldg., 327 


THE OKLAHOMA PUBLISHING COMPANY 
THE DAILY OKLAHOMAN ® OKLAHOMA CITY TIMES 
MISTLETOE EXPRESS ® KVOR, COLORADO SPRINGS 
REPRESENTED BY THE KATZ-AGENCY INC. 


Je FARMER 
STOCKMAN 


OKLAHOMA CITY, OKLAHOMA 


® WKY 


circulation. 


Here is the sales picture for the Oklahoma- 
Texas area for the next five.months: Fifty-two 
millions in soil conservation and parity pay- 
ments in August and September... sixty per- 
cent of the year’s total cash farm income in 
the August-December period. 


Already a wheat crop 20,000,000 bushels 
above the ten year average has been put 
away in this area. Already crop and livestock 
conditions are better than any year in the past 
nine, due to rainfall six inches above normal 
for the first six months of the year. 


The upswing in the Southwest has been 
on since January 1. Keep in step with it. 
vertise to the farm market that has the power 
to buy NOW through the farm paper that has 
the power to pull... the only farm paper 
with more than 217,000 Oklahoma-Texas 
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CITY DRUG BILL 
SEEN AS THREAT 
TO ADVERTISERS 


FELICITATIONS FOR THE LADY 


os 
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es 


‘their products. Standards of label-| 
ling would have to be adopted. 
A section on misrepresentation 


s 
Corning 
forbids claims of palliative or thera- e 
peutic effect on any one of 41 aux Conventions 


eases. 
| When the law was proposed in 
1935, it was dropped on condition; Aug. 8-11. Annual convention, Na- 
that food and drug manufacturers tional Association of Better Business 
would help enact a Federal law. In | Bureaus, Inc., Grand Hotel, Mackinage 


New Yorkers Act to Kill 
New Proposal 


New York, Aug. 2.—Signs of a 
new attempt to pass a city food and 
drug bill, requiring the registration 
of all proprietary products, are caus- 
ing concern among national advertis- 
ers here. A bill, similar to one pro- 
posed in 1935 by Mayor F. H. 
LaGuardia, has already been intro- 
duced in the city council and is now 


in committee. Present outlook is | 
that it may be brought up for action | 
in September and the New York | 
Board of Trade recently urged its | 


members to help forestall adoption|fee of $25 for every proprietary | qualitative and quantitative, as well | 


of the measure. A protest was also | 
lodged with the mayor by the Toilet 
Goods Association. 

The bill now pending requires | 
payment of an initial registration 


R. G. Kenyon, advertising manager, Southern California Edison Company, con- 
gratulates Martha Moore who was recently awarded top honors for her radio 
program, "The Woman Speaks,"’ by the Public Utilities Advertising Association. 
The program is heard over KNX, Los Angeles. 


product, with subsequent annual! as a list of judgments or decrees 
fees of $10. Stringent requirements | against the product by courts or 
for registration are set up. Manu-| government agencies. Drug manu- 
facturers, for example, would have | facturers would have to state the 
to provide a statement of formula,| therapeutic or cosmetic value of 


OCTOBER 


L5THs 


edition of The Market 


trusted assistant. 


lished habit of use. 


business papers. 
their needs .. . and it is 
to fill them. 


vertiser. 


INDUSTRIAL 
MARKETING 


There is no doubt about whether 
anyone wants or will use the 1939 


Hundreds of letters from former 
users, which we shall be glad to show 
you, offer ample testimony that the 
new edition will be received eagerly, 
as an old friend, and a tried and 
It has an estab- 


The reason for this is simple. The 
Market Data Book is published by 
an organization which for more than 
22 years has served the users of 
It is familiar with 


The circulation of the book, too, 
is tailor-made—to fill the needs of 
every logical user, and of every ad- 
Complete coverage of 


TAILOR MADE 


FOR 


ADVERTISER'S NEEDS 


For 17 The Market Data 
Book has been used by business 


years 


paper advertisers and their agen- 
cies as a primary source of buying 
information. 


1938 


buying power is supplied, with no 
waste. 


Data Book. 
ag i For the advertiser these things 


mean, as they have meant in the 
past, a remarkable opportunity to 
tell the story of his medium to those 
who are logical prospects, at the 
time and in the manner best suited 
to both... when markets and media 
are being selected, when new fields 
are being investigated; when bud- 
get making and schedule making is 
being done. 


Make your reservation for ade- 
quate space in this primary refer- 
ence book now. Remember, pref- 
erential treatment in the matter of 
position depends upon early reser- 
vations. 


tailor-made 


Write INDUSTRIAL MARKET- 
ING, 100 E. Ohio St., Chicago, 330 
W. 42nd St., New York. 


done, an attempt will be made to 
persuade the city officials that the 
local bill is unnecessary. 

One of the dangers seen in the 
pending New York bill is the pos- 
sibility that its passage would bring 
similar action in other municipali- 
ties. Charles Wesley Dunn, counsel 
for the American Pharmaceutical 
Manufacturers Association, told 
members: 

“This proposed law is fundamen- 
tally unsound in numerous and im- 
portant particulars. It radically dif- 
fers from the Federal food, drug and 
cosmetic act. It well illustrates the 
fact that this new act presents a 
serious problem in securing uniform 
istate and local laws based on it. 
For the tendency will be for such 
laws to travel their own separate 
ways, with the result that food, drug 
and cosmetic manufacturers will be 
inextricably caught in a maze of 
conflicting and drastic state and lo- 
cal legislation.” 


Roto Linage is 
Down 1.05% in 


New York, Aug. 2.—-Rotogravure 
advertising linage for the first six 
months of 1938 totaled 5,513,486, a 
decrease of 69,053 lines or 1.05 per 
cent from the 5,582,539 line 
shown at this time last year, Kimber- 
ly-Clark Corporation reported today. 

June rotogravure linage totaled 
863,689, a drop of 135,928 lines or 
13.59 per cent from the June, 1937, 
total of 999,617. 

The six-month total includes 2,207,- 
087 lines of local rotogravure, a gain 
of 128,785 or 5.83 per cent over the 
1937 figure of 2,078,302. National 
linage totaled 3,226,399, a decrease of 
277,838 lines or 7.92 per cent from 
last year’s total of 3,504,237. 

Of the six-month total, color-roto 
accounted for 759,063, with 4,754,423 
being in monotone. The increase in 
the use of color-roto was 336,480 lines 
or 79.6 per cent. 

Local linage likewise showed a 
gain in the June figures, the total 
being 381,018, an increase of 18,956 
or 5.21 per cent over the June, 1937, 
total of 362,062. National linage 
dropped from 637,555 to 482,671, a 
loss of 154,884 lines or 24.3 per cent. 

Color-roto accounted for 122,899 
lines of the June total; monotone, 
740,790. 


Textile Names Agency 


Textile Corporation of 


| advertising and 
American Lady rug cushions, dish 
towels and cloths, cheesecloth, and 


papers, newspapers, national 
| zines, 
used. H. B. Irvine is the account 
executive. 


Dyers Choose Frost 


National Association of Dyers and 
Cleaners has appointed Charles R. 


6-month Total 


total 


America, 
New York, has appointed Campbell- 
Lampee, Inc., New York, to handle 
promotion of 


blanket and comforter covers. Trade 
maga- 
radio and direct mail will be 


view of the fact that this has been | Island, Mich. 


Aug. 14-17. Annual convention, 
International Association of Printing 
House Craftsmen, Boston. 

Aug. 16-19. Annual convention, 
National Sign Association, Stevens 
Hotel, Chicago. 

Sept 12-13. Annual convention, Ip. 
surance Advertising Conference, 
Oyster Harbors Club, Osterville, Mass. 

Sept. 12-16. Semi-annual conven. 
tion, Premium Advertising Associa. 
tion, Hotel Astor, New York. 


Sept. 16-18. Annual convention, 
Continental Agency Network, Chi- 
cago. 

Sept. 18-21. Annual convention, 


Mail Advertising Service Association, 
Hotel Statler, Detroit. 

Sept. 19-20. Southern Newspaper 
Mechanical Conference, Biltmore Ho. 
tel, Atlanta. 

Sept. 19-23. Seventh Internationa] 
Management Congress, Washington, 
D. C. 

Sept. 21-23. Annual conference, 
National Industrial Advertisers As- 
sociation, Hotel Statler, Cleveland. 

Sept. 26-27. Boston Conference on 
Distribution, Hotel Statler. 

Sept. 28-30. Annual convention, 
Direct Mail Advertising Association, 
Stevens Hotel, Chicago. 

Sept. 28-Oct. 1. Annual conven- 
tion, Association of National Adver- 
tisers, The Homestead, Hot Springs 
Va. 
| Oct. 4-5. Annual meeting, National 
| Publishers Association, Skytop Lodge, 
| Skytop, Pa. 

Oct. 8-9. Annual convention, Na- 
|tional Advertising Agency Network 
Washington, D. C. 

Oct. 10-14. Annual convention, Na- 
tional Association of Retail Drug- 
gists, Hotel Sherman, Chicago. 

Oct. 18-19. Fall convention, Inland 
Daily Press Association, Hotel Sher- 
man, Chicago. 

Oct. 20-21. Annual meeting, Audit 
Bureau of Circulations, Chicago. 

Oct. 21-Nov. 3. Annual conven- 
tion, Financial Advertisers Associa- 
tion, Fort Worth, Tex. 

Dec. 27-30. Annual convention, 
American Marketing Association, De- 
troit. 


’ 


Meyer in New Post 


Paul Meyer, formerly vice-presi- 
dent, World Broadcasting System, 
Inc., New York, has joined Davis, 
Delaney & Harris, Inc., printer, New 
York, in the creative and sales de- 
partment. 


| Frost to promote its textile testing OUR PRESCRIPTION oe? 


and approving program. He will be 
located in new offices at 251 W. 57th 
street, New York. Mr. Frost was 
formerly with Byron G. Moon Com- 
pany, Inc., New York agency. 


New Sun Lamp to Bow 


Hanovia Chemical and Mfg. Com- 
pany, Newark, has developed a new 
sun lamp to sell in the popular-price 
field. An advertising campaign will 
begin early in September. Scheck 
Advertising Agency, Inc., Newark, is 
handling the account. 


Gets Gillen Weeds 


Gillen Woodwork Corporation, Mil- 
waukee, has appointed Rickerd, Mul- 
berger & Hicks, Inc., Detroit, as ad 
vertising counsel. Magazines and 
direct mail will be used 


For the art director or account 
executive who must be prepared 


to supply quality photographic 
| illustrations, at a moment's notice 


within a limited budget, is a COPY 


of our catalog, which embraces 


| H. ARMSTRONG ROBERTS 

4204 Locust Street, Philadelphia P¢ 

Branch offices serving the following cite 
Graybar Building, New York City 


201 North Wells Street, Chic29° 
244 Washington Street. Bosto™ 
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AD ALLOWANCE 
POPS UP AGAIN 
AS R-P ISSUE 


Jobber Maintains Discount 
Is Justified 


Washington, Aug. 3.—The question 
of whether or not advertising used 


py a jobber in the sale of a 
manufacturer’s goods is to be con- 
sidered partial justification of a 


special price discount to the jobber, 
was the issue raised this week by 
Master Lock Company, Milwaukee, in 
answering the complaint filed against 
the company under the Robinson- 
Patman Act. 

The company’s answer to the Fed- 
eral Trade Commission denied that 
it “has been and is now discriminat- 
ing in price between purchasers of 
said commodity of like grades and 
quality.” 

Acknowledging that it has granted 
an additional five per cent discount 
to all jobbers whose cumulative an- 
nual purchases exceed $10,000, Master 
Lock Company expressed the belief 


that this was in accordance with the | 


Robinson-Patman Act, which  pro-| 
vides “that nothing shall prevent 


differentials which make only due al- | 


lowance for differences in cost of | 
manufacture, sale or delivery result- 
ing from differing methods or quanti- | 


P P | 
ties in which such commodities are | 


to such purchasers 


sold and de-| 
livered.” 


| 
Advertising Economy Cited 


| 

In defense of its policy the com-| 
pany cited a saving in accounting, | 
advertising and credit. It mentioned 
also economy in the cost of the sales- 
men’s time and expense as well as in 
executive supervision; economy in 
entering orders, billing, packing and 
shipping to customers; and assurance 
of large volume resulting in addi- 
tional economy in purchase of raw 
material and in production costs. 

Referring specifically to a discount 
given to Butler Brothers, New York, 
Master Lock asserted that while the 
saving in shipping cost was some- 
what less due to the division of ship- 
ments among the branches, “this was 
more than offset by the saving due 
to the extensive advertising of its 
product in the widely distributed 
Butler Brothers catalog.” 

The company advised the FTC that 
it will waive intervening procedure 
and asks that the commission decide 
the matter on the record. 

Accompanying the answer was a 
letter from Hibbard, Spencer, Bart- 
lett & Co, mentioned as among 
those receiving a jobber’s discount 
from the Master Lock Company, in 
which the procedure of the Master 
Lock Company was defended. 

The letter read in part: 


Liquor - Resort 
Tie-up Banned 
in New Jersey 


Newark, N. J., Aug. 4.—A match 
company’s idea to couple liquor ad- 
vertisements and amusement park ac- 
tivities hit a snag this week when 
State Beverage Commissioner Bur- 
nett declared the plan taboo. 

The Jersey Match Company, New 
York, wrote Commissioner Burnett, 
that Browne Vintners Company, dis- 
tributor of Wilson whisky, planned a 
tieup with Palisade Amusement Park. 
The plan was to print the liquor ad- 
vertisement on the front cover of 
match books and the park’s advertise- 
ment on the back. Presentation of 
the cover would be rewarded with one 
admission to the park. 

The Commissioner replied: “The ar- 
rangement is disapproved. It is com- 
mon knowledge that the park, with its 
recreational and amusement facili- 
ties, caters largely to children. I have 
no intention of allowing them to be- 
come whisky conscious by collecting 
liquor advertisements entitling them 
to free rides. Liquor wholesalers may 
not participate in such a scheme.” 


NEW PRESSES FOR MEREDITH 


Meredith Publishing Company's President, Fred Bohen, officially starts one of the 

battery of new presses rolling out the new 632-line Better Homes & Gardens, 

while (left to right) Ed Meredith, vice-president and general manager; Ed Corbin, 
editorial director; and Larry Smith, director of production, look on. 


new “Finger Free” glove invented by 
Merry Hull, designer. 
ball Company, Inc., New York, is the 
agency. 


To Promote New Glove 

Daniel Hays Company, Inc., Glo- 
versville, N. Y., will use consumer 
magazines and trade papers for the 


“To justify giving us this five per 
cent, we could cite innumerable} 
reasons. We mention only a few. We | 
order in such quantities that a sav- | 
ing in shipping and bookkeeping is| 
‘fected by the company. We issue 
‘pecial sales bulletins, catalogs, and | 
other literature advertising the com- | 
pany’s products more effectively than 
‘ done by the average jobber—and 
‘lat our own expense. 

“When a national jobber under- 
‘akes to handle and concentrate upon 
' Certain product, such as Master 
“adlocks, that, in itself, influences 
“any local jobbers to handle and con- 
enty upon those same products, 

e our merchandising activities 

‘nitely benefit the local jobber. 


*3 
} 


hout the additional discount, we 


ite 


4 , 


“G not want to concentrate upon 


ter Padlocks, with the result that | 


Pgn 


Padlocks would become less 

to the retail trade, so that 
ly ourselves, but the local job- 
“'S Would suffer.” 


_ Petry Signs WHN 
_dward Petry & Co., Inc., New 
*, Station representative, has been 
‘ed exclusive national repre- 
of WHN, New York, effec- 
gr. 15. 


cities throughout the country. 


to match your distribution. 


| Chicago (OFFicial 9300). 


@ Westinghouse knows that “Where to Buy It” Service builds sales for its 
retail outlets. The results of showing a number of Westinghouse products 
in the ‘yellow pages’ at various classifications have proved it. 

This Company has recently added the trade mark of another product — 
Westinghouse Home-Proved Laundry Equipment. This trade mark will 


appear in all of the classified telephone directories serving the 200 largest 


Let this Dealer Identification Service help your sales and make your 


advertising more effective. Ask us about a plan of classified directory use 


American Telephone & Telegraph Co., Trade Mark Service Division, 195 
Broadway, New York (EXchange 3-9800) or 311 West Washington Street, 


Abbott Kim- 


Philadelphia to 
Woo Travelers 


at N. Y. Fair 


Philadelphia, Aug. 4.—Designed to 
pick up some of the icing from the 
New York exposition cake of 1939, 
Philadelphia will collect a campaign 
fund of $150,000 to be thrown into 
action late this year. The project, 
proposed by the Philadelphia Cham- 
ber of Commerce, has won wide- 
spread approval, and there seems to 
be no doubt that the fund will be 
made available. 


Greenfield is Chairman 


The commercial organization has 
designated Albert M. Greenfield, lo- 
cal realtor and banking magnate, as 
chairman of its convention and tour- 
ist bureau. Mr. Greenfield is creat- 
ing a large committee, embracing all 
local interests, to wage the prelim- 
inary campaign. He said that every 
medium will be employed, the domi- 
nant note of the campaign being a 
plea to New York fair visitors to 
spend at least a few days in historic 
Philadelphia. 

Several advertising agencies are 
preparing presentations in a strug- 
gle for the municipal plum. 


“| easily find who sells 
Westinghouse products” 
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BALTIMORE 


WFBR CARRIES 
THE TORCH FOR 
“NATIONALLY 
ADVERTISED 
BRANDS WEEK" 


A 15 minute program 
every day, featuring 
George Van Dorn and 
his NBC Red Network 
orchestra! 


Plus announcements! 


Plus merchandising the 
programs through our 
tie-up with newspapers 
in Maryland trading 
centers; and in neigh- 
borhood movie theatres 
in Baltimore. 


But, National Advertisers, 
you needn't thank us. It's 
only what we feel due to 
the national advertisers 
who have made WFBR 
their 


FIRST CHOICE STATION 
IN BALTIMORE 


We cooperate with you 
National Advertisers 52 
weeks a year, because 
the station management 
understands your prob- 
lems, thinks your thoughts, 
speaks your language. 
If you have a merchandis- 
ing problem in Baltimore, 


let's talk it over. 


In Baltionore, tt 


ON THE NBC RED NETWORK 


at REPRESENTATIVES | 


| TOWARD PET 


STEINWAY COPY 
HELD BEST IN 


Music Dealers Vie for Annual 
Awards 


Chicago, Aug. 2.—Steinway & Sons, 
New York, won first prize for the 
best single piano advertisement in 
an advertising contest sponsored by 
the National Association of Music 
Merchants, Lawrence H. Selz, in 
charge of the competition, announced 
at the association’s 37th annual con- 
vention at the Stevens Hotel here 
today. 

The Steinway award covered cities 
of more than 100,000 population. In 
the less than 100,000 class, Griffith 
Piano Company, Plainfield, N. J., 
took one of the seven silver cups 
hung up as prizes. 

For the best single advertisement 
of musical merchandise in cities of 
100,000 and up, Lyon & Healy, Chi- 
cago, won first prize. The corre- 
sponding award for small cities went 
to Sherman, Clay & Co., Fresno, Calif., 
which, however, operates in both 
large and small California cities. 

The company’s San Francisco store 
won the cup for the most effective 
piano window display in cities over 
100,000. Schmitt Piano Company, 
Davenport, la., won the trophy for 
the most effective piano display in 
the smaller cities. 

Rudolph Wurlitzer Company, New 
York, won first prize for most effec- 
tive merchandise window display in 
large cities, and Sherman, Clay & 
Co., San Jose, took the corresponding 
award in the small city field. 


Campaigns Are Popular 


While the awards were given for 
specific pieces of copy, the judges 
were impressed by the fact that most 
of the winners were units in cam- 
paigns. A large number of retailers 
have borrowed the campaign idea of 
national advertisers, frowning on 
isolated pieces of copy. Retail ad- 
vertising, at least in the piano and 
musical merchandise field, is marked 
by a continuity which makes it 
doubly effective, in the opinion of 
the judges. 

The Steinway advertising is a good 
example of this, layouts and copy 
being able to stand alone, but being 
endowed with unity through a simple 
uniform technique. The Steinway 
series was strongly marked with the 
professional touch. Each of the ad- 
vertisements showed a child seated 
at the piano. 

The Griffith Piano Company took 
advantage of the current vogue for 
singleness of purpose in the planning 
of rooms by suggesting that “‘Beauty 
begins with your piano.” The copy 
urged the housewife to make the 
piano the piece de resistance in her 
living room. 


| voted to exploitation of a receiving 
| set, the caption appropriately de- 
| scribing it as “The Rembrandt of 
Radio.” 


The big city prize for piano win- 
| dow displays went to Sherman, Clay 
& Co., for its tie-up with an anti- 
quated automobile. A Knabe piano 
was shown in the same window. The 
accompanying sign explained that 
though the piano was bought 20 years 
before the car, the latter had long 
since gone onto the junk pile, while 


| Stresses Longevity 


tering maturity. 

Schmitt Piano Company 
small city window display 
its tie-up with a 
“Mighty Lak a 


famous 
Rose,” in 


song, 
which a 


flower. 

The Wurlitzer award was for a 
well handled tie-up with the Girl 
Scouts of America, which took ad- 
vantage of a news event, 


of tomorrow. In taking the 


PIANO CONTEST 


The Lyon & Healy winner was de- | 


PRIZE WINNING S PIANO COPY 


‘ 


TOSCANINI ee AND 
THE STEINWAY IN YOUR HOME 


Recently Arturo Toscanini commented thus upon the 
Steinway: “J really enjoy using @ Steinway. 1 have always 
used it, and always will.” 

This praise from one of the greatest conductors of 
all ume follows closely similar expressions from Hofmann, 
Paderewski, Rachmaninoff and other artists. From the 
time of Franz Liszt on, virtually every great musician 
has played the Steinway 

Is not the piano Toscanini praises so generously the 
best piano for your home? Regardless of the size instru- 
ment you decide on, the quality is the same. A Steinway 
is always a Steinway. The character of materials, the 
workmanship, the zealous regard for high standards does 
not vary in the slightest. Each is as fine a piano as 
Steinway know how to make. 

What better investment can you make than this? Let 
us urge you to see the Steinway at Steinway Hall soon. 
Steinway & Sons, 10g West 57th Sureet, New York City. 


rosy ——moratmnr rattan 
rite 


ther p riconatcl vy node pry wageié talons 


STEINWAY 


THE INSTRUMENT OF THE IMMORTALS 


This copy brought Steinway & Sons, New York, first prize in the piano adver- 
tising classification of the contest sponsored by the National Association of 


Music Merchants. 


plays in the small cities, Sherman, 
Clay & Co. used ““‘Wake Up and Live,” 
as its theme. 


Other Winning Copy 


Other awards were announced as 
follows, exclusive of honorable men- 
tions: 

Piano advertisements, 
100,000 and up: 2, 
Chicago, for its 


cities of 
Lyon & Healy, 
copy entitled, “A 
Star Is Born’; 3, W. W. Kimball 
Company, Chicago, for its plea for 
the entire industry, “Music, Treasure 
of Man.” 

Piano advertisements, cities of less 
than 100,000; 2, Cluett & Sons, Troy, 
N. Y., for copy which listed the names 
of 200 students of piano in its school 
of music; 3, Thayer Music Company, 
Honolulu, for hand-lettered copy re- 
sembling roughs. 

Musical merchandise advertise- 
ments, cities of 100,000 and up: 2, 
Sherman, Clay &.Co., “Find out how 
easy it is to play”; 3, Rudolph Wur- 
litzer Company, for effective use of 
small space. 

Musical merchandise copy, 
under 100,000; 3, Fowler’s Piano De- 
partment, Binghamton, N. Y., for 
effective use of the child appeal. Sher- 
man, Clay & Co., first place winner, 
also took second prize. 

Piano window displays, big cities: 
2, Mathusek Piano Company, New 
York, for attention to detail in show- 
ing a piano in its natural setting—a 


cities 


—————— — 


| runny furnished room; 3, Jenkins 
Music Company, Kansas City, for 
vivid contrast in display. 

Piano window displays, small 
cities: 2, Sherman, Clay & Co., San 
Jose, for clever employment of mid- 
get figures to focus attention on the 
merchandise; 3, Coast Music Com- 
pany, Los Angeles, “A Notable 
Achievement in Fine Pianos.” 

Merchandise window displays, big 
cities: 2, Sherman, Clay & Co., San 
Francisco, for its logical tie-up with 
a book, “How to Make Friends and 
Influence People”; 3, Jenkins Music 
Company, Kansas City, for a stately 
Easter window. 

Merchandise window displays, 
small cities: 2, Sherman Clay & Co., 
Vallejo, Calif., for its “Life of the 
Party”; 3, Rudolph Wurlitzer Com- 
pany, Springfield, O., for a display 
showing famous bands which use its 
instruments. 

The judges were Vernon H. Jones, 
W. L. Stensgaard & Associates, win- 
dow display specialists, Chicago; C. 
F. Southward, secretary, Chicago 
Federated Advertising Club, and M. 
E. Crain, ApverTisinGc AGE. 


Gets Gin Account 
United Service 
ark, N. J., 


Advertising, New- 
has been named agency for 
Imperial Liquor Company of the 
same city. Newspapers, direct mail 
and circulars will be used in promo- 
tion for Mount Rose dry gin. 


<= 


Cream of Wheat 
Has New Agent 
CycleComplete? 


Chicago, Aug. 4.—Appointment of 
Batten, Barton, Durstine & Osborp 
last week to handle advertising of 
Cream of Wheat Corporation, Minne. 
apolis, is the latest and perhaps lagt 
act in the revolution in the break. 
fast cereal field. 

Quaker Oats Company and Lord @ 
Thomas started it when they agree 
to a quiet divorce after many years 
of living together amicably. Sher. 
man K. Ellis & Co. and Ruthrauff ¢ 
Ryan were the chief beneficiaries of 
this split-up, which seemed to be the 
signal for an adjustment throughout 
the field. 

Plus and Minus 


J. Walter Thompson Company, 
which had handled Cream of Wheat 
advertising for many years, triumph. 
antly added Kellogg’s corn flakes to 
its list of accounts, apparently be. 
lieving that the hot and the cold 
breakfast food did not conflict, 
Cream of Wheat did not share this 
opinion, and in addition, Daniel F, 
Bull, vice-president and _ general 
manager, also craved closer per. 
sonal relations with his agency, 
Hence the account landed with 
BBDO, Minneapolis. 

General Mills, Inc., seems happy 
over its agency, and is entrusting 
new as well as old accounts to it, as 
evidenced by the splurge being made 
in behalf of Kix by Blackett-Sam- 
ple-Hummert. General Mills is also 
eyeing the dog food field with ex- 
ceeding interest. 


Jack Loucks Appointed 
Space Buyer by B-S-H 

Blackett-Sample-H ummert, Inc. 
Chicago, has appointed Jack Loucks 
as space buyer to succeed George R. 
McGivern who will do contact work 
on key accounts. 

Mr. Loucks was formerly in the 
New York office of E. Katz Special 
Agency, newspaper and radio repre- 
sentative, prior to which he was 
with Bill Brothers Publishing Com- 
pany. 


Appoints Wildrick 
Wildrick & Miller, New York, has 
been appointed to handle advertising 
of Lampson, Fraser & Huth, Inc. 
New York fur auctioneer. 


A & F Names Agency 


Abercrombie & Fitch Company 
New York, has named Kenyon & Eck- 
hardt, Inc., New York, as its agency, 
effective Sept. 1. 


wWioruarte 
Designers & Builders 
CONVENTION - EXHIBITS 


window, rere’ . padi. naa DISPLAYS 


ADVERTISER'S. DISPLAY STUDIOS 
825 So. Wabash Ave. - Chicago, Ill. -.Webster 4236 
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UP AND COMING OUTFIT, 
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IN UP AND COMING PAPERS, 
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BRAND IDENTITY 


IS FACTOR IN 
APPAREL LINES 


Women Prefer to Buy 
Smaller Shops 


New York, Aug. 3.—A 


strong 
preference for nationally advertised 


‘Kernel Nut’ 
Will Usher in 


National Drive 


(Picture on Page 35) 
New York, Aug. 3.—Brazil nuts 
will be promoted to consumers, and 
to the food and confectionery fields 


sored by the Brazil Nut Association 
this fall. Eight national magazines 
will be used in November and Decem- 
ber and trade papers will carry the 
story to manufacturers in the gro- 
cery, bakery and confectionery trades 
beginning late in August. 


in a national campaign to be spon- 


prands of women’s shoes, hosiery, 


Unshelled nuts will be emphasized 
in the “home” appeal and in grocery 
trade papers, while shelled nut meats 
will be featured to bakers and candy 
makers. The seasonal nature of the 
business led to the decision to con- 
centrate the consumer campaign in 
the two months just prior to the holi- 
days. 

Insertions of 240 lines will run in 
The American Weekly, Good House- 
keeping, Ladies’ Home Journal, Mc- 
Call's, Pictorial Review, This Week, 
and Woman’s Home Companion. In 
addition, a special quarter-page will 
be used in The Saturday Evening 
Post to promote Brazil nut candy. 

Copy will be built around a new 
trade character—‘Kernel Nut from 
Brazil,” a military figure composed of 


a Brazil nut body and a shelled-nut 
head, with cartoon features, who will 
also be prominent in point-of-sale ma- 
terial. Charles W. Hoyt, Inc., is the 
agency. 


Fay Joins CBS 


Columbia Broadcasting System, 
New York, has appointed Dudley H. 
Fay to its sales staff. He was for- 
merly with Time, Inc., and also served 
as account executive with J. Walter 
Thompson Company, Chicago. 


Tinsley, Frost Advance 

John F. Tinsley has been elected 
president of Crompton & Knowles 
Loom Works, Worcester, Mass. Rufus 
S. Frost, who has been assistant gen- 
eral sales manager under Mr. Tins- 
ley, has been elected vice-president. 


Gets Publicity Post 


National Food Distributors Associa- 
tion, Chicago, has appointed Porter 
F. Leach publicity chairman for its 
eleventh annual convention to be held 
in Cleveland, Aug. 17-20. 


NEMA Elects Fleming 


Bruce A. Fleming has been named 
executive secretary, refrigeration di- 
vision, National Electrical Manufac- 
turers Association, New York. He 
replaces Haldeman Finnie, resigned. 


“Daily Record” to Eddy 


Daily Record, Monmouth County, 
N. J., has appointed Charles H. Eddy 
Company, Inc., New York, as na- 
tional advertising representative, ef- 
fective Aug. 1. 


dresses and foundation garments : See SH TEL = 

was revealed today in an analysis : : 

of buying habits made among 1,000 

business women and housewives in 

the New York metropolitan area by 

Crossley, Inc., research organiza- 
} tion. 

The average price paid by New 
) York shoppers for hosiery is 8&5 
cents, and Gotham Gold Stripe is 
i the most popular brand. Crepe-Tex, 
q a private brand of R. H. Macy & 
8 Co., was second, followed by Kay- 
: The research 


ser. revealed that 


il most women habitually buy a par- 
r ticular brand of hosiery, and will 
y. visit a particular store to make such 
+) a purchase, even if nothing else is 


bought there. 
vy The results of the study con- 


ig firmed the belief that small spe- 
as cialty shops are able to compete 
de successfully with large department 
ma- stores by aggressive merchandising 
80 and alert service. This was deemed 
»X- particularly important in the foun- 
dation department, since more 
women become steady patrons as a 
result of good merchandise and 
H service in that department than in 
any other. 
ne., More than half of the women in- 
cks terviewed declared that they bought 
R. this type of garment in a small shop 
ork ® vather than in a department store, 
the p and a sizable share revealed that 
jal they became regular customers of 
pref Other departments through satis- 
was faction in the foundation depart- 
om- ment. 
Small Shops Popular 
Six women out of ten buy shoes 
_ exclusively in small stores, usually 
sing in chain outlets. Macy’s was the 
ne., leader among the large stores in 
steady shoe customers, and yet 
twice aS many women picked A. §S. 
. Beck stores as their habitual place 
; of purchase. The report pointed out 
oo that convenience was doubtless a 
aa, chief reason for this habit. 
The brand consciousness’ of 


women shoppers in buying all four 
types of products was found to be 
consistent in all income groups and 
strongest in foundations. Practi- 
cally every woman who buys a gir- 
dle or corset does so by a pre-ar- 
ranged plan and goes to the store 
which carries the line she prefers. 

Chief competitive factor found to 


oceemae'wie 88 AS REFRESHING AS COLD WATER TO A THIRSTY BOY! 


ate the impression of greater selec 
tion Small shops were found to 
iccomplish this presentation bette: 
than the department stores, with 
the result that about 54 per cent o1 
those interviewed said that they 
Sought foundations exclusively in 


What a satisfaction it is—after shopping around and being stung, more often than we like 
to admit—to find an organization that delivers what we order when it’s promised, and at 
the price originally figured. Hundreds of advertisers who have suffered—even as you and 
I—are now buying all their engravings from the Rogers Engraving Company. They're 
not “small timers,“ either. You'll find their ads in the country’s leading publications—the 
original plates made by Rogers. Some buy service; some buy price; some buy because 
of a personality angle; and some insist only that they get true reproduction. No matter 


Zed 


the same small stores when 


ying dresses. 
Injunction Denied 
A temporary injunction sought by 


Pate Oil Company, Milwaukee, to re- : — , : . , . 

“rain the Pure Oil Company from what the individual buying factors may be, all Rogers’ clients receive the highest quality 

‘sing the slogan, “ rour Friendly ; : . ’ . 

Neighbor” was denied last ous by in true reproduction of copy and personal cooperative service at a reasonable price. 
pe Ircuit Judge Gustave C. Gehrz in 

Milwaukee, 


Why not try ROGERS yourself—the next time you buy engravings? 


ROGERS ENGRAVING COMPANY 


ADOLPH F. BUECHELE, President 
MASTER CRAFTSMEN OF PHOTO ENGRAVING 
2001 CALUMET AVENUE + PHONE: CALumet 4137 « CHICAGO, ILL. 


Letter Writing Week 
National Letter Writing Week will 
“ sponsored Oct. 2-8 by Paper Sta 
“ohery and Tablet Manufacturers 
“Soclation, Inc., New York. 


Heath Joins I & E 


nald C. Heath, formerly produc- 
manager, McKee & Albright, 
Philadelphia, has been named | 
“duction manager of Ivey & El- 
ston Inc., Philadelphia. | 
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ADVERTISING AGE 


CLIENT ‘KIDS’ 
AGENCY, THEME 
OF BEER DRIVE 


Utica Club Marks Debut in 
Metropolitan Area 


New York, Aug. 2. 
ing which borrows the radio tech- 
nique of kidding the sponsor but 
which goes further and pokes fun at 
the advertising agency as well, will 
make its bow this week when the 
West End Brewing Company inaugu- 
rates a drive to popularize Utica 
Club beer and ale in the New York 
market, 

The first of a series of insertions, 
to appear regularly in the metro- 
politan edition of The New Yorker, 
is typical of the sort of copy which 
Compton Advertising, Inc., has de- 
vised in order to distinguish Utica 
Club advertising from more conven- 
tional beer copy. 

Featuring the headline “Advertise 
in The New Yorker? You're Crazy! 
They Told Us,” the insertion is illus- 
trated with cartoon drawings and 
features a homespun, small town 
style. Copy slant is that the bottlers 
are “just country boys who run a 
brewery in Utica, N. Y.,” who have 
sold a lot of beer up home, and “now 
want to make good in the Big City.” 

Copy tells how the agency was ap- 
proached with the suggestion of en- 
tering the New York market in a 
large way, but that “they made one 


Beer advertis- 


Ask any liquor 
distributor sales- 

man which trade paper 
is read most thoroughly by 
ber and package store owners. 


1k GOWSPAPIE OF THE BOER WiHE® \1QUOR ImOUSTEY 
ie BROAOWAT © Gtm YeRE © © 


HOMESPUN APPEAL TO NEW YORKERS — 


“Advertize in The New Yorker? 
y ou're CRAZY!" tuey town us 


- 


For we bet you can't tell ‘Utica Club” Pil- 
sener beer from imported Pilsener beer. Our 
president—the “‘Old Man,” we call him 

makes “Utica Club” the way he learned in 
the old country 50 years ago—ages it double, 
Seems we've sold lots of ferments it twice. That way it 
“Utica Club” around a3 comes out sort of dry-tast- 
home and now we want to 73) ing and tangy—not sweet like 


make good in the Big City. some beers. 
Ni Will you try “Utica Club” 


So we told some big adver- 
beer just once? Then there 


tising men we wanted to 
run ads in The New Yorker. 

won't be any question about 

the second time. So just call 
our local manager, Joe Lenhardt, at MOtt 
Haven 9-5627. He'll tell you a place nearby 
where you can get it in both 12 oz. and full 
quart cans and bottles. Also on draught ina 
few classy hotels and restaurants. And 
that’s about all except for you to decide 
who’s crazy—us or the ad men. 


We're just country boys who run a brewery 
in Utica, N. Y. Folks up our way say that 
our Pilsener beer tastes more like imported 
Pilsener beer than the imported beer itself. 


They made one of these “‘surveys.”’ “It’s no 
use,”’ they told us, sad-like. ““You’ve got 
something in that beer, but it’s only sold in 
42 stores out of 6,322'%. New Yorkers 
won't look for anybody's beer.”’ 


Now maybe we are crazy, but we've got a 
notion that there are lots of New Yorkers 
who'll walk a couple of blocks to get beer as 


good as ‘‘Utica Club.” WEST END BREWING CO., UTICA, N. Y. 


West End Brewing Company, Utica, N. Y., adopted this humorous slant for its 
advertising debut in New York on behalf of Utica Club beer and ale. 


of those surveys,” and reported, “sad-| need lots of when you haven’t got 
like, it’s no use,” The agency pointed | much to sell.” 

out that Utica Club distribution in In addition to this campaign to 
“the Big City” is by no means com-| herald the entry of Utica Club into 
plete, and that “New Yorkers won’t|the New York market, the company 
look for anybody’s beer.” is pushing its Utica Club pilsener 
beer by means of radio chain breaks 
throughout New England as well as 
a few newspapers and outdoor pos- 
ters in other areas along the Eastern 
seaboard. All current advertising 
ties in with the Continental Can 
Company’s $50,000 prize contest for 
cap-sealed cans. 


Consumer to Decide 

The advertisement closes with an 
appeal to “just call our local mana- 
ger, Joe Lenhardt,” and “that’s about 
all except for you to decide who's 
crazy—us or the ad men.” 

The second advertisement in the 
series is headlined: “We’re bum 
salesmen, but folks like our beer!” 
Copy quotes the “Old Man,” the com- 
pany president, to the effect that 
“Salesmanship is something you 


Mary Dunhill 


Advertises on 


STABLE because DIVERSIFIED 


National Basis 


New York, Aug. 2.—The advertis- 


Government Ar- 
senal Payrolls are 


Sesnmenil. ours and 


OUT OF 


coverage 


Farm Implement 
Orders are Picking 


Up Nicely. that conti 


. interests 

The Farmers are TURE 

producing big 

crops and are 
SPENDING. 


THIRD 
LARGEST 
MARKET 
IN ILLINOIS 
OUTSIDE 


That ——— This 


MOLINE-ROCK ISLAND, ILLINOIS 
85,000 CITY 


with a MARKET of 


150,000 People 


Pick recession-resistant markets like 


the active spending of a community 


INDUSTRY and COMMERCE 
give it a business stability few centers 
»f equal population enjoy 


A MEMBER OF ILLINOIS MARKETS 


ing activities of Mary Dunhill, Inc., 
manufacturer of Devonshire cosmetic 
products, will be conducted on a na- 
tional basis this fall for the first time, 
with a schedule. calling for inser- 
tions in national magazines and 
newspaper space in cooperation with 
local dealers in all cities with a popu- 
lation over 25,000. The line has 
been on the market in this country 
for the past three years and distribu- 
tion is said to cover about 300 de- 
partment and specialty stores. 


To Cover Women’s Field 


Beginning with half pages in Har- 
per’s Bazaar and Vogue, the sched- 
ule is expected to include all maga- 
zines in the women’s field by spring. 
Full pages will be used during the 
pre-Christmas season. 

Mary Dunhill, the London cosmeti- 
cian who sponsors the line, is the 
daughter of the famous pipe manu- 
facturer, Alfred Dunhill. Although 
most Dunhill cosmetic products sold 
here are made according to English 
formula, the entire line is manufac- 
tured in this country. Wm. H. Rankin 
Company is the agency; H. Sumner 
Sternberg, account executive. 


Hit Hard. By using the 9 
10 HOMES Dispatch-Argus 


you can share generously in 


nues prosperous because its 


are diversified. AGRICUL- 


“Telegram” Adds Hagel 


Raymond C. Hagel, formerly with 
McGraw-Hill Publishing Company, 
New York, has joined the classified 
promotion department of New York 
World-Telegram. 


In New Office 
The Chicago office of Woman's Duy 
has been moved to the London Guar- 
antee bldg. The telephone is State 
9493. W. F. Hagemann is Western 
representative. 


Tyson Resigns Account 
0. S. Tyson & Co., Inc., New York, 


New Yerk 


Nat'l Rep. The Allen-Klapp-Fraszier Co. 


has retired as agency for Keuffel & 
Esser Company, drawing materials, 
Hoboken, N. J. 


Chicago Detroit St. Louls 


DATA ON RADIO 


~ ADVERTISING IS 
FCC OBJECTIVE 


Stations Face Questioning 
Prior to Hearings 


Washington, Aug. 4.—Radio ad- 
vertising practices are due for air- 
ing at hearings to be opened prob- 
ably in September by the Federal 
Communications Commission. These 
practices are part of a wealth of 
broadcasting data now being assem- 
bled by the FCC. 

Information on matters most di- 
rectly affecting advertising and ad- 
vertisers is non-existent within the 
commission and the hearings will be 
the only source which can be relied 
upon to furnish such material, Ap- 
VERTISING AGE was told today by Wil- 
liam J. Dempsey, recently appointed 
special counsel to the FCC for its 
current inquiry. 

There is a _ possibility, however, 
Mr. Dempsey said, that preliminary 
questionnaires will be sent out be- 
tween now and the formal hearings 
in the fall which may develop some 
advance data to be pursued further 
during the course of the hearings. 
While 13 different phases of chain 
broadcasting are under study, three 
of them are related specifically to ad- 
vertising. Chief points of interest 
in this connection, as outlined by the 
new counsel, include extent of control 
of programs, advertising contracts 
and related matters, station rights 
and obligations so far as advertisers 
having network contracts are con- 
cerned, and competitive practices of 
chain broadcasting stations as com- 
pared with such practices in the in- 
dustry generally. 

Another week or ten days will be 
necessary, Mr. Dempsey pointed out, 
before the commision will know what 
additional information will be needed 
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—=[= 
for preliminary work to the ma or 
hearings this fall. Announcement 0 
a suggested outline of Procedyr, 
which the commission will follow is 
expected by mid-August or Shortly 
thereafter. 


Plan of Procedure Studied 


To date purely exploratory wor, 
has been done within the commis. 
sion itself to determine information 
already at hand and how much more 
material will be needed. Accounting, 
engineering and law divisions of the 
FCC have been assembling and corre. 
lating all data in the files on chaip 
broadcasting. 

At present, Mr. Dempsey said, ; 
is not possible to determine just hoy 
much time will be allotted to adve. 
tising phases or how much emphas, 
will be placed upon this feature ¢ 
the investigation. Among features ty 
be explored in the general inquiry is 
the all-embracing subject of monopoly 
and concentration of control. 

Policy matters have yet to be de 
cided by the special committee within 
the FCC in charge of the investiga. 
tion. Committee members include 
Chairman Frank R. MeNinch and 
Commissioners Thad H. Brown, Paul 
A. Walker and Eugene O. Sykes. 


Lodging Houses Unite 


A central advertising bureau for 
members of the Rooming House As. 
sociation, Inc., of Springfield, Mass., 
has been organized. A monthly 
bulletin including such information as 
credit rating will be issued shortly to 
members. 


Beggs Joins Remington 


Robert C. Beggs, former advertis- 
ing and sales promotion manager, 
Toncan division, Republic Steel 
Corporation, Cleveland, has joined 
William B. Remington, Inc., Spring: 
field, Mass. 


McCarthy in Silk 


A campaign for Charlie McCarthy 
designs in rayon and silk fabrics is 
planned by Gardner-Rothschild, Inc., 
New York, agency for Bernson Silk 
Mills, Ine., of New York and Buena 
Vista, Va. 
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FROM THE SHOULDER 


other store executives. 


the largest circulation 
department store field. 


Chestnut Street at 56th 
PHILADELPHIA 


THAT’S THE IMPRESSION 
YOUR MESSAGE MAKES 


‘DEPARTMENT STORE 


EPARTMENT STORES know that 
they get practical, modern, authentic 
information from Department Store Economist. 
That’s why this medium is carefully read for new 
ideas, new developments and facts about products. 
That’s why it is read not only by buyers, but by 
merchandise managers, advertising managers and 


putting your line across instead of putting it in. 


The advertiser in Department Store Economist 
gets the benefit of selected-controlled coverage and 


DEPARTMENT STORE 


239 West 39th Street, New York City 


29 E. Madison Street 
CHICAGO 


in the 


ECONOMIST 


These executives aid in 


among retailers in the 


901 American Bank Bids. 
PITTSBURGH 
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Observers in All Areas 
See Optimistic Future 


chicago, Aug. 4.—The farm papers | 
of the nation, closest of all observers | 
of rural problems, hopes and econom- 
ies, today projected their vast experi- 
ence into the months ahead—and re- 

wed them packed with good cheer 
yf optimism. From North and 
guth and East and West came the | 
glowing tidings to ADVERTISING 
AoE: 

‘It is probably true that buying 
power in the agricultural industry 
at this time is more nearly normal 
than in any other large industry,” 
said Charles E. Snyder, editorial di- 
rector, The Corn Belt Farm Dailies. 
“It has been an exceptional grow- 
jng season. At the first of August 
yegetation of all kinds is practically 
as green and lush as it usually is at 
the first of June. This means a tre- 


of crops finally harvested may equal 
the 10-year (1927-36) average, not- 
withstanding a quite general reduc- 
tion in plantings this year.” 
Stability of farm income during 
the business depression in the past 
year has been notable, Charles P. 
Dickson, advertising manager, the 
Prairie Farmer, remarked. “Broadly, 
the drop in industrial workers’ in- 
comes has been about twice as large 
as in farm cash. In the long run, the 
two tend to run parallel, of course, 
so that business recovery is a reas- 
suring sign. 
“In the twelve months ended June 
1938, farm cash income totalled just 
under eight billion dollars. With 
consumer buying power now rising 
in contrast with the decline which 
set in a year ago, it appears con- 


PRIMITIVE FORCE PLUS MAN'S INGENUITY 


WHAT'S CHEAPER THAN WIND? 


‘THE wind is free. From the time you get up in the morning until you 
go to bed at night—let it operate your 6-volt Zenith Farm Radio. 


And—your power operating cost per year will be the almost unbeliev- 


ably small sum of fifty cents. 


If you are not on a high line—have an unwired home, Zenith, makers 
of every type and kind of home radio—twenty-three years in this business 
—have a recommendation to make to you. 

We recommend—and urge—that—if you want steady and unvarying 
“city set” performance—and the lowest possible power operating cost— 
50c a year—that you investigate and consider a 6-volt Zenith Farm 


Radio with Zenith Wincharger. 


500,000 FARMERS 


CAN’T BE 


WRONG! 


Over half a million farmers without electric 
power, have found in the 6- 
Radio something they could work up real enthu- 
siasm over—something worth "bragging about."’ 


volt Zenith Farm 


! 

| West's history, a good calf crop, ex- 
cellent pasture and range conditions 
|that have permitted splendid gains 
|among both cattle and sheep and 
|have assured their coming off the 
range in prime condition, are all fac- 
|tors which create an exceptionally 
|favorable outlook for farmers and 
ranchers. 

“Farmers and ranchers in this 
}area are in a happy frame of mind, 
_ because of high yields in nearly 
;every category of agricultural activ- 
j}ity. Their income is at a very fa- 
|vorable level, exceeding the good 
|year of 1936, and every indication 
| points to a maintenance and possible 
| improvement of income during the 
latter parts of 1938. During the past 
|}seven years they have been able to 
| decrease their outstanding indebted- 
ness.” 

Farmers in the Dakotas have like- 
wise been able, thanks to crop wealth, 
to decrease their debt enormously 
during the past few years, H. H. Al- 
len, advertising director, The Dakota 
Farmer, declared. Crops this year 


| ap . ‘ ar ¢ - 7 27 7% em 
mendous economic advantage from |servative to expect farm income of me... “ate os Oe aoe ke mph whe : oe fat pre “ 1937, with mie 
; . . . . : - : . , r f > > as ar’s O- 
the standpoint of the cost of feeding | over eight billion dollars in the year every.*here. Ask them for the truth—the real } b 7 aps a Se oe pos 
; Vs . : : 9 facts. } ou'll be amazed. And remember—their ¢ duction, rye 155 per cent, flax 119 per 
all classes of live stock, and of|ending June 1939. , 
wurse from th tandpoi t experi¢ ace covers not months, but years. Zenith powe! | cent, corn 137 per cent and barley 
course 1 1 e standpoint o the B : p Hold pione aed the farm radio field and won its lead operating cost 110 a t 
development of crops. It will not be uying Power Holds on r-erit. SPECIAL OFFER per cent. 


a record crop year with respect to 
yields of either bread or feed grains, 


“Prices paid by farmers for com- 
modities bought have been declining 


H H ff 81 
See Your Zenith Dealer ¥<, 0%": *: $ 
“enith models for wired and unwired homes 17.50 


Zenith Wincharger 


Excellent conditions in Iowa and 


| 
| " ~ 
| Wisconsin were cited by Clifford V. 


horalse : aecaieal A P e from $14.95 up. Zenith—America's most copied | Gregory, associate publisher, Wal- 
ecause at times prec ipitation has jand are 7 or 8 per cent lower than a radio—is again a year ahead. Or—if you goatee. when bought witha ee! ‘ar -r nd Iowa Homestead 

, been too heavy, which has been fa- year ago. This offsets much of the ( send the coupon below direct to the factory. Zenith Radio laces Farmer a ;, se tat . sal 

| orable , ineec : ° o é, jand Wisconsin Agricullurtsl  ¢ 

» BB vorable to the development of insects | gecline of about 12 per cent in farm ZENITH RADIO CORPORATION «© CHICAGO © piemer Ce in many instances are 

. and diseases injurious to plants and |,, "ey , P re hi ' cbeseneeaeeeneseem Farmer, Crops in many é 

: cash revenue, so that there has been | for 23 years y SHSSSAHS SSS aemee rear. He also ob- 

y animals. : F : em makers of fine radios ZENIT | larger than last year. e als¢ 

? | but little loss in, buying power. ; = H RADIO CORPORATION 1 , 

8 “On all counts, this must be rated| «farmers have a much stronger 1 Dickens Avenue, Chicago, Ill. 4 | served: 

0 the GS , é : ‘ ronger | Without obligation, send me catalog and in. § | “The most important factor that 
one of the best agricultural years on feeling of economic security than a Conmation sqacerning free home trial. 1 “ -_ I : luri tl 
aati Be Surin j © I have high-line § /|may affect farm income during the 
ecord, considering results to date, | few years ago. Contributing to this G I don’t have high-line power , |@er ome © , ; 

| prospect The price level i , : - ‘emainder of the year is the level 

aS prospec. rh cachvegh evel in| change have been the higher level of re Name......... ; yep aatee Rasy he cities. Since 
general is fair to good. It is the ex-| farm income in recent years in rela- | “LONG DISTANCE + v + of buying power in the cities. & 
ception to find any important agri-|tion to fixed costs, the stability or mene EEEEEEEEEEE TEESE TT TTT Ee { jany change is almost sure to be for 
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| han cost of production. ‘land, the organized effort to hold | a tae pehoggren of and Pe a will be 

’ | P : 2 : 2 | . i “oOuls é 4 

»d Government Money Hel | production in line with effective de- Zenith Radi . . . : . pans igh ; i f 

y - |mand,. and the strength of farm in- enith Radio Corporation will make a strong bid for the rural market with this quickly reflected in the demand for 

& ve ae epee . & y : copy to eppear in September farm papers. farm  products—particularly meat 

In addition to emphasizing the un-|come during the business slump in P “oducts.” 
isually impressive situation in the | the past year. : and Galry proum Ss hern Wiscon 
livestock field and the hopeful out- “This return of confidence has been | 2@Ye augmented materially the buy- | cleared up much of their back indebt- The outlook in naert — oe 
IPiook for basic crops, Mr. Snyder also | reflected in increased readiness to|i®&8 power of farmers, D. H. Neal, | edness and are now in a strong eco- | Sin came In ye Bertone aan 
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is |}that is being poured into the farm| provements, in record purchases of |has enabled them to step up their in the eight Mountain States, E. | manager, eypoee 7 . s have 
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C., jtield. Not paid during 1938, but based |tractors and many types of farm |purchases of farm machinery, house- M. McKim, research director, W est-| Not in : 0 “~ ar me 
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= jon 1938 operations, this benefit | equipment last year, in a more active | hold equipment, and all modern de-|©’" Farm Life, reported, “bumper | Crops om ak om this year,” he 
aa . aan , ; ti ide iver ‘e promising 2 
money will total close to $800,000,000,|demand for building material in| vices for agriculture. Increased sales |P™Oduction of widely diversified | more pt B 
P : - . ‘ Ps ‘Ty 2 ar ae . , 4 e 7 
jhe said. Of this, around $500,000,000 | rural than in urban centers in recent |to farmers have been noted particu- | ©'OP®: the largest lamb crop in the! (Continued on Page 30) 


—=tiis credited to the Soil Conservation 
Ss entanh a sum of $212,000,000 was 


‘set aside during the closing hours of 
the last Congress to provide parity 
payments for the farmer, and a sum 
$75,000,000 was appropriated for 
ithe aid of destitute farmers. 
| J. T. Miller, director of research, 
iMeredith Publishing Company, de- 
clared: “The 1938 crops have made a 
remarkable start. The favorable 
prospects are now shared by nearly 
ill states, 

“Practically all crops, with the ex- 
*ption of wheat and possibly cotton 
id sorghums, show prospects for | 
yields per acre higher than their av- 
prior to recent droughts. 

important crops also show 
Prospects for yields per acre above 
‘he generally excellent yields secured | 
St season. With crop losses as light 
S now estimated, the total acreage 


frages 


Some 


| generous 


months. While some slackening has 
occurred with the drop in income in 
the past year, the change in general 
attitude persists. 

“Sales of general merchandise in 
rural areas have held up much better 
than sales in industrial centers dur- 
ing the past year. Such varied lines 
as furniture, oil and autos have in- 
dicated that best markets recently 
were being found in the farm areas. 
Stimulated by activity of both pri- 
vate power companies and 
rural electrification is proceeding at 
an extraordinary rate.” 


/ mentioned 


/money. 
/1938 to Oklahoma farmers may reach 


larly by companies manufacturing 
mechanical refrigerators, air electric 
plants, plumbing supplies, gasoline 
and lubricants, kitchen ranges, and 
dairy equipment. 

“Among the other factors that 
have added to farm income should be 
government bounties for 
crop acreage reduction. Oklahoma 


of dollars in cotton and wheat acre- 


‘age reduction checks, also a sizeable | 
REA, |sum in 


conservation 
bonuses for 


soil 
federal 


federal 
Total 


General business conditions in the | g35 900,000.” 


Southwest have improved during the 
past month and the assurance 
harvest has 
further, reported R. 


hopes even A. | 
City Star. 


In Oklahoma  inereased yields 


59 East Van Buren St., Chicago 


Similar sentiments were expressed 


. of a | by Frank A. Briggs, editor, Farm and 
stimulated | Ranch, who said: 


or 


This has been a wonderful crop 


“y , © Qcvear ¢ » » | . . y 
| Barrows, promotion manager, Kansas |year in the Southwest. We have had | 


more than the usual amount of rain 


especially in western range areas. All | 


cattle and sheep and goats on ranges 
are in splendid flesh and the ranges 


“The Bureau of Economics esti- 
mates our wheat production § at 


35,397,000 bushels or about 6,000,000 


| 
| 


| “Night Court’ 


Human prey, caught 
in the trap of circum- 
stance, set free! 


listen to, that the most critical 


are lush with grass, a rather un-| iT; 2 Dr. Alan D. Grigsby, international au- 
usual condition for this time of the | our aml y thority on marriage problems and 

7 + . — - . : ft ? . 7 . 
Industrial Publications, Ine. year. | human relations, with Frank Nelson 


| Counselor!!”’ 


| Heart throbs of a na- 


| Here’s Your Fall Show 
Ready to GO!! 


|farmers will receive for 1938 millions | 


Finest, fastest drama of modern life 
ever produced, 
cases, fictionized by 
veteran police reporter. All the thrills, 
action, suspense, drama, romance and 
heart interest of the typical 
series, but clean, constructive, whole- 
some, with the victim, at the close, 
not headed for prison or the electric 
chair, but on the way back to decency, 
with the aid of the Court Assistance Project. A 


Mertens and Price production, “it leaves a good taste in the mouth.” 


as commentator 
an all-star Hollywood cast dramatiz- 
ing carefully selected letters with a 


Actual Night Court 
Kurt Foreman, 


crime 


child can 
like every 


show any 


will approve, because, 


and announcer and 


under the yield of last year. The diversified appeal. Recognized on 
ANNOUNCES (Santa Fe Railroad which traverses | tion, with a kindly both sides of the Atlantic for the 
|}the wheat region of Texas, however, matrimonial wrecks he has averted, 


| | specialist diagnosing 


that effective immediately Mr. R. G. Smith, Vice-Presi- ,estimate’s this year’s yield at more og: the suicides he has avoided, the heart- 
dent, will take ci E f pr sabi }than 42,000,000 bushels. Our corn and prescribing. breaks he has healed, Dr. Grigsby 
ent, will take charge of Eastern advertising for BLILD- lerop has been made and is out of | operates with an Advisory Council of 


an 
27 


ING SUPPLY NEWS—and Mr. R. W. Davis will work 
exclusively on PRACTICAL BUILDER. Both 


ministers, priests, rabbis, welfare workers, jurists, psychiatrists, 


sociologists, AND IF DESIRED WILL ANSWER EVERY LETTER 


danger and according to the Bureau 
|of Crop Estimates we have produced 


are 


‘eegh,- RECEIVED PERSONALLY BY MAIL AT A COST WELL 
: : ; fe 85,104,000 bushels. This is about pens : Bi agpyeeieamse . ° ; 2 ‘ : 
| located at 420 Lexington Avenue, New York City. | 9.000.000 bushels fmcrence over “a WITHIN ANY REASONABLE PROOF-OF-PURCHASE BUDGET. 
| . 
. ’ |}year. We think, however, that the 
| Mr. A. J. Fehrenbach has been appointed Assistant 


| bureau's estimate is considerably un- 
der actual facts.” 
Plentiful crops of oats, hay, sweet 

potatoes, grapefruit, oranges and can- 
teloupe are also in evidence, he said, 
|and farm income will be further aug- 
mented by growing livestock yields 
and oil rentals. “The balanced farm 
program, which is now generally | 
practiced, is providing a living on | 
the farm for the farmer and his fam- 


Brand New .. . Scintilating . . . All America and Canada Open. 15- 
minute Audition Episodes Expressed Prepaid on Request to Any Agency 
or Advertiser. 


MERTENS and PRICE, INC. 
RADIO CLASSICS 


1240 South Main Street, Los Angeles, California 


Executive Editor of the Company and will continue his 
headquarters at the Cleveland office, 1836 Euclid Ave. 


Mir. R. W. Phelps, who represented our other group of 
| publications, sueceeds Mr. Fehrenbach on PRACTICAL 
BtILDER in that territory. and Mr. H. B. Foster will 
| | assume Mr. Phelps former duties on CERAMIC INDUS- 

'RY, BRICK & CLAY RECORD and CERAMIC DATA 


Ba 1K. ily, and his major crops to become rr TO , , > , . 
win prs are sansa > Breaths The MAK E l S } Ol R HOLLYHW OOD PRODL CE RS 
Soo farmers in this territory have 
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‘LOSS- LEADER’ 
ACT SUSTAINED 
IN CALIFORNIA 


Supreme Court Rules the 
Statute Lawful 


San Francisco, Aug. 2.—The Cali- 
fornia Supreme Court, in a unani- 
mous opinion, has upheld the con- 
stitutionality of the state unfair 
trade practices act as amended in 
1935, which prohibits merchants sell- 
ing goods below cost with the intent 
to injure competitors and to lessen 
competition. 

This is the pioneer unfair practices 
act in the United States, and was 
amended in 1935 to cure certain de- 
fects. This is the first Supreme Court 
decision secured on the act, although 
decisions have been rendered in other 
states which have passed acts 
modeled on the California one, but 
departing from it by attempting to 
set up fixed percentages of mark-up 
to govern costs. The 1935 amend- 
ments provide that facts are to be 
submitted with each alleged viola- 
tion, to determine fair costs of doing 
business at the time and place of the 
violation. The decision has no bear- 
ing on the state law covering re-sale 
prices 

Chief Justice Waste in his opinion 
said: “That the avowed purpose of 
the act... is well within the state’s 
police power, cannot be seriously 
doubted ... This apparent extention 
of the police power is in fact no ex- 
tention at all. The police power has 
not expanded. Its proper exercise has 
always been and still is confined to 
regulation in the public welfare... 
That the prevention of monopolies 
and the fostering of free, open and 
fair competition and the prohibition 
of unfair trade practices as in the | 
public welfare is obvious. 


Loss Sales Anti-Social 


“The statute embodies the concept | 
that sales made at a loss to the seller, 
when made for the purpose of injur- | 
ing or destroying competition are | 
predatory and anti-social in charac- 
ter. The economic wisdom of such a | 
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T & T labels are printed, em- 
bossed and die cut in ONE 
operation. This remarkable 
Pertect-O-Cut process insures 
that even the most intricate 
designs are registered to a hair 
line, beautifully embossed and 
perfectly trimmed. It makes 
certain, too, that every label is 
clean cut, brilliant and power- 
ful in sales appeal. 

Find out how much more ef- 
fective your labels and foil 
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‘concept may be debatable, but being 


‘include Cue, Harper’s Bazaar, Made- 


debatable, the legislature is em- 
powered to choose between its accep- 
tance or rejection ... It is our opin- 
ion that neither the due process 
clause, nor any other constitutional 
restraint, state or federal, prohibits 
the legislature from acting to curb 
predatory merchandising practices 
which tend to injure or destroy fair 
and open competition.” 

Retail trade associations and better 
business bureaus in the state are 
jubilant over this victory for the 
“loss-leader” law, which was placed 
on the books largely through their 
efforts. However, many legal authori- 
ties have maintained that the law 
was unconstitutional, and since its 
passage enforcement has been largely 
a matter of moral suasion, rather 
than legal pressure. There are plenty 
of teeth in the act, which provides 
that violations may be prosecuted 
either criminally or civilly, through 
the state attorney’s office. Under the 
civil section, a complaint may be filed 
by any citizen, on the basis of prices 
published in advertisements or of- 
fered verbally by salesmen, which 
the complainant avers to be below 
the cost, including overhead, of the 
merchandise. The defendant can 
then be brought into court, and 
forced to produce his books and rec- 
ords, to show his actual costs and 
mark-ups. 

It is not believed that an appeal 
will be taken to the United States 
Supreme Court, as the act is con- 
cerned solely with the exercise of the 
state police power. 


Double Budget 
Marks Olympic 
Sweater Drive 


New York, Aug. 3.--With an appro- 
priation more than doubled over last 
year, Olympic Knitting Mills, Ince., 
will start its fall promotion of Tish- 
U-Knit sweaters in national maga- 
zines this month. First insertions 
will be half-pages and the list will 


moiselle, The New Yorker, Photoplay 
and Vogue. 

The campaign, handled by Hicks 
Advertising Agency, will continue to 
the end of the winter season. In ad- 
dition to magazine advertising, pro 
motion will include regular insertions 
in about 12 newspapers in key cities 
throughout the country. Trade pa- 
pers will also be used. 


Becker Leaves McJunkin 
Samuel N. Becker has resigned 
from MeJunkin Advertising Com- 
pany, Chicago, with which he spent 


18 years. He was formerly secre- 
tary-treasurer and more recently 
vice-president. Mr. Becker, who for- 
merly handled the Schlitz aceount. 
came to MeJunkin from Lord & 
Thomas. 


. 
Wales Appointed 

Wales Advertising Company, Inc., 
New York, has been named by Bon- 
etti Freres, Paris, to direct advertis- 
ing in the United States for Diader- 
mine, internationally known French 
facial cream, now being introduced 
in this country. Account executive 
is Louis H. Frohman. 


5 Anti-Freeze Films | 
West Coast Sound Studios, Ine.. 
New York, has completed produc- | 
tion on five dealer education talking 
pictures dealing with Eveready Pres- 
tone anti-freeze These will be 
shown to service station men in the | 
United States and Canada during the 
next three months. 


Issues New Magazine 


Earnings of 
Advertisers 


Cluett, Peabody & Co. 


For the six months ended June 
30, net profit was $314,834, as com- 
pared with $602,112 for the first half 
of 1937. Gross sales totaled $8,833,- 
977 as compared with $9,597,037 in 
the first half of 1937. 


Abbott Laboratories 

Net income for the six months 
ended June 30 was $841,485 as com- 
pared with $865,335 for the like pe- 
riod in 1937. Net sales totaled $4,- 
595,000 as compared with $4,620,000 
in the first six months of 1937, a 
difference of approximately 1 per 
cent. 


Commercial Investment Trust 
Corporation 

Net earnings for the six months 
ended June 30 were $7,886,166 as 
compared with $11,573,865 for the 
first half of 1937. 


Brunswick-Balke-Collender 

Net profit for the six months 
ended June 30 was $123,578 as com- 
pared with $210,033 for the first half 
of 1937. For the quarter ended June 
30 net profit was $21,795, as com- 
pared with $99,837 for this period a 
year ago. 


Socony-Vacuum Oil Company 

For the six months ended June 
30, net income was $19,000,000, as 
compared with $32,000,000 for the 
first six months of 1937. This is a 
company estimate in advance of 
final figures. 


Bigelow-Sanford Carpet Co. 
Report shows a net loss of $1,565,- 
224 for the six months ended 


June 


|30, comparing with a net income of 
$1,286,179 for this period last year. 


Net sales were off 42 per cent for 
the first half of the year, 


Holland Fumace Company 

Net income for the June quarter 
was $316,777, as compared with 
$279,935 for this period in 1937. For 
the six months ended June 30, net 
income was $120,365 as compared 
with $103,071 for the first half of 


1937. 


Canada Dry Ginger Ale 

Net income for the three months 
ended June 30 was $180,868, as com- 
pared with $249,853 for this quarter 
in 1937. Gross sales were $3,653,142. 
as compared with $4,084,775 in the 
1937 quarter. 


International Business Machines 
Report shows net earnings of $5,- 
065,803 for the six months ended 
June 30. This compares with net 
earnings of $4,745,059 for the corre- 
sponding 1937 period. 
United States Steel 
Report shows a net loss of $5.010.- 
426 for the three months ended June 
30. This compares with a net profit 
of $36,173,682 in the like period last 


year—one of the best in the ecom- 

pany’s history. 

Inland Steel Company 
Consolidated net profit for the 

three months ended June 30 was 

$1,135,097 as compared with $3,178,- 


383 for the same period in 1937. 


United States Gypsum Company 
Report for months ended 
June 30 shows a consolidated net 
profit of $2,181,219. This compares 
with a net profit of $3,401,252 for 
the first half of 1937. 
Hercules Powder Company 
Net earnings for the first six 
months of 1938 were $1,227,134 as 
compared with $3,037,012 for the 
first half of 1937. 


McGraw-Hill Publishing Co. 


Report shows a net income of $92. 


the six 


Industrial Publishing 
Cleveland, will issue Occupational 
Hazards 4 Safety Oct. 1. This will 
pocket controlled cireula- 


Company, 


be a 


size, 


tion paper for safety executives, with | 
] . 
} first half of 1937 


25,000 circulation guaranteed for the 
first Lester P. Aurbach will 
be business manager 


Issue 


Pullman to Blackett 


G. A. Kelly, vice-president of 
Pullman Company, Chicago has an- 
nounced ippointment of Blackett 


Sample-Hummert, Chicago, to handle 
the S500.000 «a 


the 


ccount 


period. 


973 for the June quarter, as com- 
pared with $301,209 for the like 1937 
For 


the six months ended 
June 30 net income was $267.47? 
as compared with $617.235 in the 


_Langendorf United Bakeries, Inc. 

Sales in the fiscal year ended July 
|25 are estimated : 
new high of 


to have 
$8,500,000 


reached a 
This com- 
pares with the total of $7 717,648 for 
| the Net profit 
was $340,000 as compared with $117,- 
e41 in th ear ended 


previous fiscal vear 


July 25, 1937 
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The rates for this department are as follows: 
“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” ang 
“Representatives Available,” 30 cents a line, minimum charge $1. Terms 


cash with order. 

All other classifications (single insertion rates): % in., $2.75; 1 to 3 ip. 
$4.75 per inch. Write for descriptive folder describing discounts for term 
insertions, 


—— 


REPRESENTATIVES WANTED 
Wide-Awake, intelligent, experien 
plugging advertising representatiy, 
wanted for outdoor publication. North 
American Trapper, Charleston, W. Va. 


POSITIONS WANTED 


SALES PROMOTION MANAGER 
For past five years handled promotion 
for 2 leading ABP-ABC publications. 
Effective sales presentations. Force- 
ful copy and letter writing. Space 
selling experience. Also circulation 
promotion. Have had published many 
by-lined feature articles. College 
graduate in late twenties. Graduate 
studies in advertising. Looking for 
opportunity with real future. 

Box 1494, ADVERTISING AGE, Chgo. 
Agency man open to consider: 
1—Association with manufacturer; 
2—representation of trade or nat’l 


MISCELLANEOUS 


DON’T LET RECESSION MEAN CEs. 
sation of advertising effort; cover the 
ground just as thoroughly by using 
economical Photo-Offset instead of 
expensive printing. For all illustrateg 
direct mail literature, house organs 


magazine; 3—open Chicago branch or| bulletins, price lists, catalogs, sales 
new agency; 20 years experience—| letters, etc. No typesetting or ep. 


ancial- se -to account execu- 
financial-to service-to a graving expense. 


tive. Conducted own agency. A-1 o : 
references. Full details when inter- Short runs no penalty! 
viewed. 


300 COPIES (Size 8%x11”) $2.50 
Additional hundreds only 25c 
Even lower prices for larger 

quantities 


Any size furnished. Free informative 
booklet on request 


Laurel Process, 480 Canal St., N. Y. C, 


Box 1495, ADVERTISING AGB, Chgo. 


Young man with 10 years retail ad- 
vertising experience, seven years in- 
dependent department store, three 
years national chain, desires a posi- 
tion with a future. Salary secondary. 
Box 1493, ADVERTJSING AGE, Chgo. 


American Cotton Grower. Net in- 


Observers In 
Farm Area See 
Bright Future 


benefit payments, will probably equal 
1937, he predicted. The farmer will 
net more due to reductions in pro. 
duction expenses, he added, and this, 
coupled with the fact that farm in- 
debtedness is down considerably, ac- 
centuates the feeling of optimism. 
Pointing to the rapid expansion of 
the South as a market for farm 
equipment and numerous advertised 
products, Mr. Andrews said: 


(Continued from Page 29) 


| said. “Spring came early and there 
has been an abundance of moisture 
|for crop production throughout the 
growing season. Crop prospects in 
|general are probably the best since 
1/1929. Because of such large crops 
| that will be harvested this season 
the Southern Wisconsin farmer finds 
forthe in an enviable position as far 
las spendable income is concerned.” 
| The agricultural wealth of the dis- 
trict was summarized by a listing of 
|the wide variety of crops—corn, bar- 
ley, sugar beets, canning peas, hay, 
oats and tobacco. Favorable pasture 
conditions have substantially in- 
creased milk production and lowered 
production costs. 

Indicative of the condition of 


type of operation on the larger farms 
to a day labor basis is resulting in 
a wider and more extensive use of 
machinery on the average cotton 
farm. This change has been rather 
substantial in the last two years. 

“The fact that we have reduced 
our planted acreage in cotton from 
the peak of 44 million acres in 1931 
to approximately 27 million in the 
present year has thrown a very large 
number in acres into feed and food 
crops. This has resulted in a very 
definite farm demand for wire fence 
ing, machines which are used in the 
Ohio’s farm market is the fact that harvesting of hay crops, and general 
May income was ahead of the same | ytiljzation of more varied types of 
month last year, although the total | farm machinery. 
for the first five months of this year “These factors are working a very 
was slightly under that of 1937.) fundamental change in the typical 
Marion J.. Stiles, research director, | cotton picture of the South—just 
Ohio Farmer, cited these figures a8| how far it will go no one knows, but 
proof that the state is “in good shape | 
this year.” 

Referring to Ohio’s substantial 
buying power, James R. Moore, edi- 
tor, Ohio Farm Bureau News, said: 
“Much farm machinery has been | 
purchased this year and about 10,000 | 
farm homes are being electrified or | 
modernized. It appears that farm 
people will increase their buying 325,000 CR 
of general merchandise during the APACE 
coming fall and winter months as $1, c————"_ . 
compared with the past six months.” . aS 
FOR DETAILS WRITE TO SCHOLASTIC 
252 EAST 43rd STREET, NEW YORK 


a glance at the sales of wire fencing. 
sheet roofing, small farm machinery. 
tractors, and even automobiles and 
trucks will convince the most skep 
tical that things are changing.” 


———— 


cuLATION 


In the South a bright picture was 
painted by Stanley Andrews, editor, 


EVERY TIME 


when R. C. S. does the copying! Clear, sharp photo 
copies that compel attention. Photos that pack a punch 
Color corrections or black-and-white . . . enlarge ments 
reductions ... we keep 64 different kinds of paper 
on hand so wour copies will be perfect! Whatever Wor 
photo problem, R. C. S. can handle it. Write today ** 
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prices, samples! 


R. C. S. STUDIOS 
NEW YORK CHICAGO CLEVELANY, 
415 Lexington 360 N. Michigan Ninth Chester 
VA. 3-3680 STAte 5977 MAin 
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come from cotton this year, including | 


“The shift from the sharecropper | 
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William Baker, 
Veteran Buyer 
of Space, Dies 


New York, Aug. 2.—William A. 
paker, whose 30 years as space 
puyer for the Frank Presbrey Com- 
pany made him a central figure dur- 
L ing the greatest development of na- 

ional advertising in this country, 
jied yesterday at his home in Rah- 

way, N. J. Mr. Baker, who was 68 
years old, retired in 1933. 

"4 graduate of Coleman College, 
yewark, Mr. Baker spent his early 
business years with the Old Do- 
minion Steamship Company, New 
york. Shortly after the turn of the 
century, he met the late Mr. Pres- 
prey, and the two were mutually at- 
tracted. Mr. Baker shortly joined 
the then infant Presbrey agency, 
and participated in its consistent 
fand sensational growth. 

Mr. Baker, as one of the most 
important space buyers in the coun- 
try, invested millions of doliars in 
newspapers and magazines, helped 
perfect the technique of his func- 
Fiion, and was a constant advocate 
Sof audited circulation which would 
Spring more precision to his work. 


‘TUPPER, SOUTHWESTERN 
ADVERTISING MAN, DEAD 


San Antonio, Tex., Aug. 2.—Clif- 
fgon H. Tupper, 57, whose well 
founded career embraced service to 
every branch of advertising, died at 
is home here yesterday after a 
rief illness, 

Founder of the Waco Morning 
fews, and later a member of the ad- 
rtising department of Station 
"OAI, Mr. Tupper was best known 
yr some of the successful cam- 
aigns he engineered as head of his 
Own agency. He was credited with 
: Bastin the slogan, “Where the 
1 


inshine Spends the Winter” used 
| advertising of San Antonio for 
; any years. Later he offered “City 
, @f the Alamo, Gulf Breezes and Ro- 
{ ance” as an improvement. 
1 The advertising man is survived 
r a widow, two sons and a daugh- 

r 


d ie 


? BOB KREIDER DEAD 
Minneapolis, Ang. 1.—Robert Har- 
fison Kreider, 49, promotion man- 
acer of the Minneapolis Tribune, died 
}h Barnabas hospital Saturday after 
short illness. Before taking over 
He promotion department, Mr. Krei- 
1 er served as assistant advertising 
r lanager of the Tribune. 
Mr. Kreider was prominent in ac- 
Vities of the Advertising Club of 


 o ; z 
i iInneapolis. Funeral services were 
- held in Lancaster, Pa. 
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’, TIRE EXPERT PASSES 
dd @ Akron, O., Aug. 2,—Thomas A. 


p PP pell, 54, who held many impor- | 


ant 
Aull 


posts with B. F. 


- mpany, died 
1 


Goodrich 
here yesterday on 
e4th anniversary of his start 


— 
— ——__— 


ith the company. For a decade, | 


Mr. Aspell was manager of original 
equipment tire sales, a _ position 
which brought him into close con- 


and in whose solicitation he was 
notably successful. 

Mr. Aspell relinquished this post 
to G. A. Brunner only recently, and 
Was assigned executive duties at 
headquarters here. He formerly 
served as New York branch repre- 
sentative, and manager of truck and 
bus tire sales. 


AIR CONDITIONING 


ENGINEER IS TAKEN 
Pittsburgh, Aug. 1.—Herbert Mygatt 
Wilcox, who combined enginering 
skill with great sales ability as man- 
ager of the new products division, 
Westinghouse Electric & Mfg. Com- 
pany, died in New York Thursday 
on a business trip. 

Mr. Wilcox was busily engaged 
with introduction of the Westing- 
house precipitron, which he  pre- 
dicted will revolutionize the air 
conditioning industry. The precipi- 
tron is an electrostatic air cleaner. 

Mr. Wilcox joined Winchester Re- 
peating Arms Company after gradu- 
ating from Massachusetts Institute 
of Technology. In 1925, he became 
commercial manager for Western 
Electric Company, and when the lat- 
ter formed Electrical Research Prod- 
ucts, Ine., Mr. Wilcox became vice- 
president in charge of operations. 
In 1936, he joined Paramount Pic- 
tures Corporation, but a year later 
affiliated »~'th Westinghouse. 


U. S. PRINTING LOSES 
PRESIDENT MORGAN 


Cincinnati, Aug. 2.—Arthur R. 
Morgan, Sr., who contributed much 
to the technical side of lithography, 
as well as forwarding its employ- 
ment, as president of the United 
States Printing & Lithographing 
Company, and chairman of its exec- 
utive committee, died at his home 
here yesterday after three months’ 
illness. Mr. Morgan, who was 70 
years old, was former president of 
United States Playing Card Com- 
pany. 

Though eventually turning to the 
law, Mr. Morgan studied chemistry 
at Erlangen University in Germany 
for three years. 
printing and lithographing company 
in 1906 as attorney, and held many 
responsible posts until he reached 
the top. 


| T. F. JOYCE PASSES 


| Cambridge, Mass., Aug. 
| Frank Joyce, vice-president and gen- 
|eral manager of Eastern Advertising 
| Company, died at his home here 
| Saturday after a 
| was 48 years old. 
| Mr. Joyce spent his early career 
|in the newspaper field, joining 
| Eastern Advertising Company many 
|years ago, but leaving to acquire 
experience in other fields. He re- 
| turned to the agency in 1932, com- 
| ing from the Boston & Maine Rail- 
road, where he served as assistant 
vice-president in charge of publicity. 


The South’s 
Biggest Automotive Season 
Just Ahead 


In Contrast to the Fall slacke 
of the country, the Southern automotive trade does 39% of 
‘ts annual business in the last four months of the year. 


lo make your automotive advertising dollars produce imme- 

diate results, direct your sales messages to the Southern 
le ; A tater : 

‘rade during the big buying months just ahead. 


SOUTHERN 
AUTOMOTIVE 
JOURNAL 


_ATLANTA,GA. 
‘thercugh Coverage of Shecializet Markets 


ning of sales throughout most 
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tact with automobile manufacturers | 


He joined the big | 


1.—T. | 


brief illness. He} 


NEW RAILROAD APPEAL 


Auto Service 
to Supplement 
Train Routes 


New York, Aug. 4.—-The New York, 
New Haven & Hartford Railroad has 
started a new travel service for its 
patrons by providing transportation 
to exact points by train and automo- 
bile, it was announced today by F. J. 
Wall, vice-president. A tie-up with 
the Hertz Drive-Ur-Self System 
|makes the new service possible. 
| The plan is now available in nine 
Eastern cities, including Boston, 
| Bridgeport, Hartford, New Haven, 
|New York, Providence, South Nor- 
| walk, Springfield, and Worcester. 
| Mileage rates for Hertz rental cars 
have been reduced 40 per cent for 
j}users of the combined service. 


Lure for Traveling Salesmen 


All passengers using the line are 
|welcome to take advantage of the 
novel arrangement, but Mr. Wall 
pointed out that the plan was spe- 
cially devised to appeal to companies 
having traveling men on the road, 
particularly those making calls in 
districts surrounding large cities. 
Special arrangements have been 
made for business firms to have their 
representatives use the new service 
without cash transactions. No de- 
posit will be required for the use of 
the automobile, and users will be 
given free transportation from the 
railroad station to the Hertz garage. 
The “Rail-Auto travel plan” will be 
promoted through newspaper and di- 
rect mail advertising. The opening 
insertion in the New York Herald 


peal to executives and sales manag- 
ers, calling the plan “the answer to 
your mileage problems.” A free book- 
let is sent to all who inquire. 


Bovard Resigns 


Oliver K. Bovard, managing edi- 
tor of the St. Louis Post-Dispatch, 
has resigned as the result of differ- 
ences of opinion with Joseph Pul- 
| itzer, publisher. Mr. Bovard joined 
the paper as a reporter in 1898 and 
| became a $75,000 executive. 


Franklin with KXOK 


Allen Franklin, formerly with Sta- 
| tion WOW, Omaha, has been ap- 
| Pointed program director of KXOK, 
|the St. Louis Times station shortly 
to take the air. Mr. Franklin will 
stress locally-produced programs. 


Tribune contained a special boxed ap-- 


Selling both rail and motor transportation, New York, New Haven & Hartford 
Railroad has released this copy to a list of Eastern newspapers. 


Magazines to 
Carry Message 
of Beer Group 


| New York, Aug. 3.—The widely dis- 
cussed advertising campaign of the 
United Brewers Industrial Founda- 
tion got under way this week with a 
full page insertion in Cosmopolitan. 
Complete details of the promotional 
effort are not available, but it is ex- 
pected to last for a full year and in- 
volve expenditure of at least $500,000. 

While the complete list of maga- 
zines to be used has not been di- 
vulged, in addition to Cosmopolitan 
it will include American Magazine, 
Collier's, Liberty, Life, Newsweek, 
Red Book, Scribner's, and Time. It is 
said that schedules in other media 
will be made up during the next few 
months. 

An important part of the campaign 
is the tie-in promotion in local news- 
papers financed by individual mem- 
bers of the foundation. Identical copy 
is being used in many cities. Newell- 
Emmett Company, Inc., is handling 
the account. 


Fix 1939 Dates for 
National Brands Week 


Feb. 9-18 has been selected as the 
dates for Nationally Advertised 
Brands Weeks, sponsored by Associ- 
ated Grocery Manufacturers, New 
York. 

The first occasion of the kind was 
staged last February with good re- 
sults, according to Paul Willis, pres- 
ident. 


Agency Chief on Air 

Allen Billingsley, president of Ful- 
ler & Smith & Ross Inc., will speak 
over Station WGAR Aug. 8 at 6:30 
P. M. on the subject, “Cleveland’s 
Advertising Industry Has Fighting 
Blood.” This is a part of the Cleve- 
land Promotion Plan sponsored by 
the Cleveland Chamber of Commerce. 


Ad-Ways Formed 


Ad-Ways Advertising System, Inc., 
has been formed in New York to spe- 
cialize in outdoor advertising painted 
bulletins, walls and electrical dis- 
plays. Emanuel Balagur is president 
and general manager. 


Christian to Agency 
Paul Christian has joined Benja- 
min Eschleman Company, Philadel- 
phia, as vice-president. He was for- 
merly vice-president and _ general 


manager of Farm Journal. 


Haskell Serves 
As Advertising 
Chief for N. J. 


New York, Aug. 3.—Amory L. 
Haskell, president of Station WBNX 
here and a resident of Red Bank, 
N. J., has been appointed director of 
advertising for the New Jersey Ad- 
vertising Council, succeeding Lock- 
wood Barr. Mr. Haskell will take 
over the duties Sept. 1 as a dollar- 
a-year man and a full-time assist- 
ant director will be appointed later. 
Mr. Haskell is president of the 
Triplex Safety Glass Company of 
North America and was formerly a 
vice-president and general manager 
ot General Motors Export Company. 
His plans include the organization 
of a campaign to raise funds from 
private sources for the advertising 
council to supplement a_ $100,000 
appropriation from the state legisla- 
ture. Objective is to increase the 
budget to the quarter million mark. 


Appoints Goldberg 
Truck and Trailer Advertising 
Service, Chicago, has appointed S. 
Marvin Goldberg, New York, Eastern 
representative. 


WHICH ROA 
DO YOU CHOOSE? 
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Straight & Route 
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PRINTING 


ou know that detours are 
Dae irritating, generally 
costly—and sometimes the 
cause of serious loss ... Why 
suffer these handicaps in 
your printing or other produc- 
tion needs? Why have your 
printing continually detoured 
—one place for engravings, 
another for type-setting, some- 
where else for presswork?.. . 
When you put selling vehicles 
on the straight, smooth, fast pro- 
duction route—Faithorn 3-in-l— 
you avoid all detours. Your jobs 
bowl merrily along; arrive on 
schedule —clean and hand- 
some, fit to carry your sales mes- 
sage with honor... You'll get 
convincing testimony if you write 
us for the names of executives 
we serve and samples of the 
productive work we are doing. 
Exceptionally well fitted to submit ideas, 


make layouts, prepare sketches and draw- 
ings — through every step of production. 


@ For years the 
]. P. Smith Shoe Co. 
haverouted muchof 
their printing over 
Faithorn 3-in-l. Ask 
them how theylikeitl 


YOUR NAME HERE 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish 
but all are here, ready to serve you... 
Speed, economy and satisfaction assured. 


FAITHORN 


CORPORATION 


504 Sherman St., Chicago * Wab. 7820 


DAY AND NIGHT SERVICE 
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ADVERTISING AGE August 8, 193 


: _ ———— ee 
. . 
Paris, Hick 80 I tant Retail Linage 
aris, Hickory Index of Retail Activity in mpor 
Lines Due for Market Loss for Year 
. arxets to Date 11 
Expanded Drive * ore o ate I], 
Based on total retail advertising volume in all newspapers in each city. 
tel } ertising Publications, Inc. ~~ a 6.—Ve 
Chicago, Aug. 3.—A. Stein & Co., (Copyright, 1938, by Adv ng , ) Roepe £0, — os sclaiiae | of dis. 
maker of Paris garters, suspenders eae a teas Ate eng a. aa te rg. 
and belts and Hickory foundations 7 . : t — % n pap y eh July x 
', ; 31-Week 31-Week 31-Week or loss or LOss " « Gain | Was 11.2 per cent below the ¢ 
and girdles, today disclosed details Period Period Period 1938 1938 Week reese | Gals | tide wasted of tet year, aa 
of ambitious campaign plans involv- Ended Ended Ended over over Ended r Ended : or par hs > a toe _ 
ing increased budgets, new copy City August 1,1936 July 31,1937 July 30, 1938 1936 1937 July 31, 1937 July 30, 193 Loss |ing tot + DVERTISING AGE Index off: ‘ei 
. og a TT - ee — = = wrt. ; ar « > alll 7) aicl 
themes and development of a new} Akron, ©. ........0005 9,437,811 10,011,633 7,249,745 —23.2 —27.6 283,335 196,: 515 + Retail Activity. ; 
; Altoona, Pa 3,761,646 4,111,198 3,303,781 —12.2 —19.6 99,351 79,478 =—20.0) A total of 548,433,677 lines y 
technique in dealer displays. a... || 8.296.694 8.792.634 8,599,416 + 3.6 —2.2 241,486 246,974 +55) nome for the 88 important ¢ _ 
The Paris garter campaign will| Bajtimore. Ma. ....... 12.656.700 13,501,073 12,578,118 —0.6 —6.8 335,870 321,777 =o. sea ait See den nan 
PY - =- - - . - oC - " = ‘ 9* aaR or ' we » a 
carry a scientific slant, projecting the | Birmingham, Ala. .... 6,798,372 7,454,496 7,298,718 +7.4 —2.1 221,998 222,110 + 0.1 oe y ; : gainst 6] 
$ anne — : ———— — TT ET —3 3 ~SCO BN ”—~S~S GD 9D”~~—~S DD al , cos 
result of an inquiry instituted | ‘Boston, Mass. ........ 11,555,938 11,634,988 10,602,290 —8.3 8.9 362,934 igre = ‘.- ne 824,341 lines for the corresponding on 
through medical authorities, while | Bridgeport, Conn. ..... 5,420,496 oveeatene Merete oe ee sor aba s18'i! Bag | Period of last year, a loss of 69,3908" 

. oie aie ia conan Buffalo, N. Y. ......... 9,508,656 10,745,264 9,340,072 —5 ses yee aeons Lois x | 664 lines. Compared with 1936 th; 

the “F reeswing theme will again be Camden, N. J 2 358.836 2.366.101 2, 163, HRT —8.3 —8.6 71,345 62,235 —12.8 h 1 a of 6 9 er 1 e | 

~— oy Serer. 2,358, ,366, 06,6< Wise 

a highlight of suspender advertising. | Cedar Rapids, Ia. ..... 2,896,838 3,062,514 — 2, —5.8 —10.9 _ 31,186 __ 15,685 we - " tage “9 rded oA mee roon 
Included in the general magazine | Chattanooga, Tenn. ... 4,057,789 _ 3,819,535 3,630,191 —10.5 —4.9 124,029 179,231 +445 or the week er e ith the dat 

schedule are Collier’s, Esquire, Harp-| Chicago, Ill. .......... 17,512,838 19,406,010 18,431,687 + +: Pe eh gre eyed 966 reported, newspapers in the Inde 

‘ . 4 ao we Cincinnati, O. ........ 9,814,839 10,348,986 8,872,100 —9.6 —15.2 266,! 95,852 —26. : ° 795.291 1 

er’s Bazaar, Ken, Look, The New Cheetinad ae te 11,517,742 12,559,647 10'299,771 —10:6 —~18.0 348,179 249,943 —28.2 a ae dacaae oe ee 1 ling St 

Yorker, The Saturday Evening Post | columbus, O. ......... .cccccce  —s seveccee ssn waeeees oo tees 200,089 170,858 —14.6 aga r ety Ae Ragan 1€ Correa * 

and Vogue. The budget for dealer Co-| Dallas, Tex. .......... ‘11,915,726 12,518,623 12,224,686 +2.6 —3.4 365,303 ~ 310, 117 —15.1 sponding week of last year, a lo 

operative copy has been increased | Dayton, O. ......e..e0% 7,877,038 7,439,666 —5.6 —19.1 245,742 184,282 —25.0 of 1,880,047 lines or 11.3 per cent. 

é 2 Denver, Colo. ......... 6,020,643 5,408,399 —10.2 —10.5 179,125 149,498 —16.5 Variations from the 1937 levels an eas 
more than 60 per cent for advertising | 12, woines, ia ... 8,751,683 3,751,493 ae 107,710 100,977 e's | shown for each week of this year wre?" 
on Hickory foundations which have] petroit, Mich. ........ 12,463,852 10,191,948 18.2 —22.9 340,705 253,121 = —25.7 a iain tale ae sl tas 
shown better than average sales im-| EI Paso, Tex. ..............ss. . sescases veaevers aie rey 170,982 133,196 15:3 a geallaarlaiao 

, Ds BS 5.372.265 ’ 195 ae 57,164 33,196 —15.% P 
creases. he Pp Ee ee eee ee 4,162,118 5,372,262 1,206,288 25.1 3.1 157,16 — 4 ere ss Tre rr eee ~| 

; cli caleg : : Evansville, Ind. ...... 7,691,852 7,450,255 7,374,858 —4,1 —1.0 220,962 201,446 —8.8 = 

Making infinite variety in display mae ice Mass... 2'046.833 2'107 942 1'883290 —80 —10.7 58.910 56.524 —41 PITT ere eee ree : 
available even to the tyro, the com-| pint, Mich. ........... 5245 800 5 424.748 4.096.204 its whit 150,094 109,088 = —27.3 0 Eh eee er ree eee es ere —} 
pany is offering clothiers 14 Paris | Fort Wayne. ind. ..... ~ 6,602,918 6,980,624 ~~ 6,276,809 —4.9 —10.1 190,008 286,622 $50.8] Jan. 22 .........eee sees eeeee -{ 
spotlight displays for fall. Each of] Gary, Ind. ............ 3,572,939 4,398,772 3,329,829 —6.8 —24.3 ace eae 777 RE ge he ae ee es ~ i 

. ae »| Grand Rapids, Mich. 5,319,230 6,291,032 5,015,384 —5.7 —20.3 0,5 8,46: OI a ae ae 
the 14 panels accommodates a feature atc nla ia, eaten 3'401.097 3'956'196 3 670 328 +79 79 105 504 101.654 ae F ; a i 

-aris product. The panels can be Houston, Tex. ........ 8.398.014 9 607.408 4.663.146 +15.1 + 0.6 308,474 296,842 —3.8 PO ES: Sct vivsrsiscrsseepans — 7 
used singly or in combination to pro-|{idjianapolis, Ind. ..... 10,167,644 10,947,011 9,189,104 16 278,810 226,492 —18.8 | Feb. : | eee —§ 
duce an uniimited number of effects. | Jacksonville, Fla. .... 5,116,825 5,597,858 5,274,174 —5.8 168,294 “oo é eo & . MERRPCE TEER Tee rete —l1 “(, 

“The innovation has provoked aj] Jersey City, N. J. ..... 1,446,721 1,446,732 1,231,978 —is.9 —18,9 ortee ities Ss ere | 
: : ” : RE Kansas City, Kans. ... 1,418,655 1,573,453 1,660,484 +17.0 +5.5 45,395 48,076 9.9 March 12 4 elie 
fine response,” said Joseph M. Kraus, | Kyoxvilie. Tenn. .... 5,716,648 5,922,574 5,876,344 +2.8 —0.8 167,664 160,006 —4.6 | Mare DM ped pee eens aw es = 
advertising manager, “because the| Tittle Rock ark... at Vis ae 5 600,252 5.936.486 ©6©.~SC*C“ SS~*~“‘ SM CSS~S*~=‘“‘«~S“SSCL 178,752 + 16.1 oy i ee re eee ee a —lf 
units are constructed to accommo-]| Los Angeles, Cal. ..... or nore 15,007,108 13,476,593 eves —10.2 441,171 420,682 nt De TE 6.4.6:3-00% 660 008s de ahed —l 
date actual merchandise and are] louisville, Ky. ........ eRe 9,399,186 8,268,068 ay —12.0 270,797 221,6 os —18.1 PE cagudsgecets 30 cows’ — 
eae var - P . Lae, TGR, ..cccccecer 6,059,956 5,909,092 4,547,478 —24.9 23.1 158,900 137,368 — 2.9 April 9 
small enough to fit in with any type] vanchester, N. Ii. .... 2.053.855 2,142,338 2.146.458 4.5 $0.2 69,110 56,310 = 18.5 }APTHD 9 «1... ee eee eee ee eens — 
of general apparel display to which Memphis, Tenn. ....... 6,501,310 7,052,306 6,574,106 +1l #8 —6.8 96,4: 201,432 +2.5 April 1G wn cee ee eee e eee enees = y 
the merchant is committed. Milwaukee, Wis. ..... 8,564,443 10,233,257 8,684,489 $1.4 —15.1 224,262 +5.8) April 23 .......csecceevcoees —!) om 

“Because of their adaptability, the} Minneapolis, Minn. .... 8,827,047 8,721,463 7,765,050 —12.1 —10.9 gregh “Ten PU viiceicccensaecueeuh 18, 
os wi io fan)s , » in. | New Bedford, Mass. ... 1,962,254 2,028,530 1,850,002 —5.7 —8.8 reese ilies = av a 

ri “er Gapeays will me Pre New Haven, Conn. .... 5,248,250 5,640,214 5,326,552 + 1.5 —5.6 146,244 —7.8 a 5 aoe re ee eee ee ee ; 
cluded in almost every window I Now Orleans, La. ~~ 11,346,371 11,838,790 “0.755.708 3.3 a1 308.540 —6.7 | May BS vevecenereereverssees . 
planned by our dealers. +New York, N. Y. ..... 36,730,670 38,541,456 33,874,309 —7.8 —13.1 791,103 oo Me a: ee —!] imt 

Another Stein scoop for fall in-|tBrooklyn, N. Y. ..... 4,028,637 4,012,254 2,941,573 — 27.0 26.7 77,571 aged ri MT BF Aste deddsorescedawanes — wr 
volves the Reversabelt, which, as the | Norfolk, Va. .......... re gt vase iat ety te a) a ete yids  O nne 1 

i a a . ° ° 43% 32 945,197 228,85 r —f,! 29,582 25,426 one | 

é > Suggests, ¢é Ss ser — a - —— — a, os sn ee eee ere —] 
yer suse _ aitows the user to Oklahoma City, Okla... 6,522,709 7,072,214 7,115,435 9.1 + 0.6 222,054 196,994 —| 1.3 June 11 res 
display either side of his belt. Me-| peoria, mi. ...)......., 6,377,489 6,881,197 5,876,952 7.9 —14.6 173,856 156,979 SP TIGUMO BO ccccksvscesvusicoces —Whiy 
Junkin Advertising Company is the] Philadelphia, Pa. ..... 16,590,068 17,788,739 15,131,238 8.8 —14.9 408.619 —13.! ae £500 re ears as ae ea eeu —] ipa 
Stein agency. Phoenix, Ariz. ........ 1,408,600 4,313,302 1,565,104 + 3.5 + 5.8 139,085 i rer err —! 

— oe **Pittsburgh, Pa. ..... 13,306,258 14,926,170 11,839,758 —11.0 —20.7 368,284 _ 24.4 ped : - OF 

a tg ————" PPOTIAnd, OFO; ...+ss4 6,867,168 7,466,650 6,782,512 | —1.2 —9.2 334,024 212,688 36.3 ee ey ene een ; re 

t+ Providence, R. lL. ... 7,950,112 8,305,033 6,725,578 —15.4 —19.0 217,340 150,503 —30.8|July 16 ........ cece eee euaes ~~“ Bithe 
SOOM, PR, sce tcases 5,429,998 6,363,426 5,546,061 + 2.1 —12.9 194,768 154,644 ad CO 8 Beer er -18., 
? Richmond, Va. ........ 7,587,062 7.698.880 6,990,256 7.9 —9,2 230,062 166,502 —27.6 OS PE PES RET -] 
=a +4) |. fe §Rochester, N. Y. ..... 10,659,084 10,733,673 8,341,085 Aen. A 482,259 re penltisige i for et 
ar ‘ Rock Island-Moline ... 4,955,322 ‘371,769 5,160,792 000 —3.9 113,547 128,968 +13.6| Individual linage figures for ea 
mo Sacramento, Cal. ...... 5,114,941 1,126,233 1,604,051 10.0 10.2 144,396 120,932 —16.3)city measured by this Index yes: 
° San Antonio, Tex, ..... 3,906,399 3,926,121 3,650,582 6.6 7.0 106,362 117,544 +10." | shown in the accompanying table. fites 
San Diego, Cal. iveeve mene 8,433,398 7,242,152 —10.9 —14.1 244,678 200,326 18.1 i : 
San Francisco, Cal , 9,127,424 9,282,072 8.988.612 “1.5 3.2 257,202 263,386 2.4 - 
— Seattle, Wash. ........ 5,943,906 6,053,326 5,402,639 —— 91 10,80 158,550 169,554 + 6.9 Matty Bell on Radio 
4 South Bend, Ind. ...... 5,113,430 5A1L9,088 1,126,023 —19.3 26.6 163,452 111,448 —31.8 ° 
* \ | Spokane, Wash. ....... 4,222,467 4,593,918 1,243,932 + 0.5 7.6 129,430 124,208 —4.0 for Willard Ha 
Bt. LOGS, BO. oo seseres $9,055,588 $1,880,595 10,398,580 ~—ae e mp +. rt | Willard Hat Company, Dallas, h 
a St. Paul, Minn. ...... Pn at iO Tn T_T A nn ~"-| signed Matty Bell, head coach f 
_ Ay acuse, N. ss TeerTeE php eh ett 6 : mien sy i+ 170 oa pig ap Southern Methodist University, for 
wcoma Tash . 38,658,4 5,825,730 3,459,756 ) —9.6 72,27 96,3 +- 33.5 . ‘ > 1 
: : Wickes, pti, ey - : . ages rig series of talks over WFAA, Dalla 
Ti F “le : ‘ 3,607,62 3,723,948 3,590,256 0.5 —3.6 94,108 93,758 —.4 < ’ 
When You Reach sonene ay eee 7581967 8'257,074 6 759.761 —~10.9  -=16.3 245,861 176,138 28.4|Starting Sept. 9. 
Toronto, Ont., Can. . 11,756,239 11,800,903 10,313,635 8.3 12.6 303,159 264,504 —12.8 Grant Advertising Agency, Dalla 
NEW YORK Troy, N.Y : 2,244,018 2,513,112 2,397,514 — ‘65 —4.¢6 57,218 56,574. —1.1|is in charge. 
"wee, GM, ica desne 5,948 361 V. 756.360 5,324.13 10.5 7.5 164,038 152.908 6.8 a 
Washington, D. C. .... 21,757,475 22,091,685 19,707,584 —%.4 10.8 721,711 470,800 9.8 . 
= say Worcester, Mass, ..... 6,966,976 7,166,589 6,673,657 1.2 —6.9 174,580 167,741 ~3.9 Pinfree Names Agency 
Youngstown, O. ....... 5,709,729 5,378,306 1,360,693 23.6 —18.9 164,591 117,442 —28.7 Pinfree Manufacturing Compal 
ah 56 7 AF 17 294 5 48 422 677 6.9 11.2 16.675.338 14.795.291 13 Boston, has appointed Bennett 
BELMONT PLAZA eer ere re 161,417,050 617,824,341 AR ABB677 6.2 2 3,675,383 _14,795,2 | ‘3! snow, Boston, as its advertisil 
q Boston Ameri an and Advertiser ¢ ombinat ion diac ontinued April 25, 19388. American changed to tabloid agency. Magazines, newspapers # 
rNew York American discontinued June 24, 1937. trade papers will be used for ¢ ‘ 
tBrooklyn Times-Union discontinued June 8, 1937 ' : - aAtaahahd ii # ail y 
é } §Journal and Sunday American discontinued June 8, 1937, company’s adjustable diapers, & | 
*Daily Ledger discontinued June 23, 1937. less of pins. eet 
| **Providence Tribune discontinued May 1, 1988 i statins le 
**No Pittsburgh evening or Sunday papers published from June 17, 1938, to June 25, 1938, due to strike ‘. va 
And you’re on your way to a Gebhardt in Cars 
= T 7 10) 
} , . " - Gebhardt Chili Powder Compa! 
hotel you’ llrank among thevery I Fir showmanship if dealers are to cash in| Minneapolis, Denver, Salt Lake City, will Seieamante a car card and rad 
best you ever stayed at. For | ron treman on opportunities created by advertis- Abate and gage ye ry campaign in Chicago Oct. 1. Gr® e 

. —_ - ing. Dealer aids this year cover a final meeting wi ve staged Aug. 27. net ities ain aati allas and (2 ad 

4 N > Ww ' ; Advertising Agency, Dallas an 

BELMONT |! LALA, er | Starts Heavy | wide range, including a direct mail The fall campaign opens with a| cago, is the agency for the San Agjaw 
name among New York’s great | series aimed at all types of coal) four-color page in The Saturday Eve-|tonio company. 
hotels, is the traveler’s pass- | Sales Barrage users; posters, eight 15-minute radio} ning Post of Sept. 10, initiating a re- —_—_— 

a ‘ ; a | recordings of famous bands, blow-ups| lentless war for business which will Canada Dry in West 
word to the utmost in comfort, | a of newspaper advertising, and other | extend through the winter. Canada Dry Ginger Ale, Inc. ! 
service, and luxury. Delicious (Continued from Page 1) material. Mr. Wylie and other speak- ———— opened a plant in Pittsburgh_ 

P °_ 4s is due to a decline in sales of large|ers stressed the importance of the} D’A H service distributors in that area }' 
tie h : a © r as lenmore service distributors in al « aa 

food, drink and sophisticated units, and one of the tasks of the| rural market and urged dealers in cy G 


entertainment in the smart new 
Glass Hat at modest prices. 
800 rooms, each with tub 
shower, and radio—from $3. 


Special Low Monthly Rates 


Belmont Plaza 


JOHN H. STEMBER, Manager 


LEXINGTON AVE. AT 49TH STREET 
NEW YORK 


Convenient to Grand Central Terminal 


Hotel Door Garage Service 
National Hotel Management Co., loc. 
RALPH HITZ, Presidens 


9 | 


|; year period, exclusive of programs | contact virtually every dealer in the |Proronto 
financed in large part by dealers. country. The meeting places include J MOmTREAL 

Dale Wylie, sales promotion man-| Albany, Philadelphia, Greensboro, At- |JW'™™'rts 
ager, emphasized the necessity for | lanta, Cincinnati, St. Louis, Chicago, ! — 


|dealers that Iron Fireman is the| Hitherto the circuit has been covered 
| leader in the stoker field by virtue! by several parties of factory repre- 
lof its consistent advertising for a| sentatives, covering different terri-| 


, oheushinn a ‘ other plants are operated, sever® 
. . P : ‘eview ‘ece ace | : : 
fall and winter schedule will be to|those areas to extend energetic ef- ss aadel-v ng . , aver foreign countries. 


: : changes, ADVERTISING AGE reported 
remedy this situation. forts. B I —— 


‘ “le oO is ; avi Ss LArg , 
KE. C. Sammons, executive vice- The regional sales gatherings are | hiieed Se Gavanar pavertidten Coat Si-Nose Changes 

president of the company, told the|an innovation with Iron Fireman pany, St. Louis. Actually, the Glen- | Si-Nose Company, Chicago, ™ 
more agency is D’Arey Advertising| placed its advertising account * 
Company, St. Louis. Frankel-Rose Company, Chicag®- 


a product is sold by mail only. 
product which constantly lives up to| tory. This year, the caravan numbers | Gets Thymo Borine en 
all claims. The public, he said, has only one, made up of chief executives | Guenther-Bradford & Co., Chicago. | Mid-West to Grant . 
paid $75,000,000 for Iron Fireman | of the company. has been appointed to handle adver- Mid-West Fritos Company, © 
products and services in the last de- Since it is impracticable for this|tising of Thymo Borine. an anti-| cago, has i its ‘advertising & 
cade, and will invest between eight | missionary crew to reach every city septic. A. R. Seifert is account execu- | count with rant Advertt 
and ten millions more in 1938. }in the country, dealers are being sum- tive. Agency, Chicago. 


The company has spent $2,000,000} moned to strategic points. Thirteen 
in national advertising over the ten-| of these will enable Iron Fireman to 
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— the middle bracket and only 36 per 
| TESTIMONIALS, AT LEAST, ARE SAFE | AGE OF BUYERS senk tn ns ae te. 
FT ae ~ : 4 The proportion of families doing 
~ ' wash at home is 62 per cent in the 
WAKE UP AND highest bracket, 79 per cent in the 
HEALTH THEME a ' middle, and 87 per cent in the bot- 
% foe - t & Fd : 
These true-life experiences may be 
lis. | just the help you need. Read how 


tom group. In terms of volume, or 


numbers of people, 13 per cent are in 
MARKET STUDY the top bracket, 72 per cent in the 
middle, and only 15 per cent at the 


Ws these four people found a way to bottom. 
a ; New Energy and the happy, busy Conclusions Enumerated 
ym ontinued from Page 1) kind of life everyone wants to live 


(Continued from Page 20) . co ; 
here are some of the significant find-| Summarizing the analysis of in- 
ings of the study: come influence on volume, the follow- 

Both automobiles and mechanical | "8 observations are significant: 
refrigerators show a high penetration| Families with income of $3,000 and 
SS Ay in the highest income group (for the |°Ver, Tepresenting 16 per cent in 
Me pa pd sake of brevity, families are grouped numbers, account for hetween 15 and 

a So. in three brackets, those having|* Per cent of the use of nationally 
iutennmemyeres |annual incomes of $3,000 or over, |#4vertised brands. 

$ ears et thee lt ier those earning $1,000 to $3,000, ana| Families earning from $1,000 to $3,- 
hight Gent ted Local wee he wae get ence in the world im the wey he looks anc aren i h 
gdh crema pele ns Lond, MES GEOROK Kal those having incomes less than 000 represent 71 per cent in numbers, 


eegst, unless it also explains that 
“,jcium and phosphorous also play 
5 part in the development of teeth. 
Nor can it refer alone to the need 
oe Vitamin D, calcium and phos- 
sporous Without explaining that 
nese elements are of greatest value 
during the years when the jaw bones 
are growing and developing to make 
room for the teeth. 


ty BR Bo the went day I bowgr 


ote 


; va iil $1,000.) In the top bracket 93 per and between 70 and 75 per cent in the 
de List o roscriptions Lots M cent of the families own cars, 72 per | US€ ob nagar ye adv os products, 
. . , . 4 - . Fy “egar 2s ‘0 i . 
"# ciandard Brands, Inc., stipulated ’ Energy cent own refrigerators. In the mid- aaah 7 roar ono gre - os 
ee agreed to cease and desist, in| Week Ends Filled Up with Fun aw samme tome se | dle group, the penetration is 71 per ayane laces SF Gge grouse 
loggend as ‘ “Three months ago. linearly inaaght paul gring Yo dances with the evowd ym ty may Pay Pamny Ae . ‘ : , | ihe study states that as families pro- 
osecuting sale of Fleischmann’s ns dvaqanee oat Gf adios ot Yeager eae eer ey tno cent for automobiles and 48 per cent , 
a ’ e. trving to get Ad of the ugh eischrnars.'s Ye e ~e oe my y 4 ; 
" East in interstate commerce, trom| “eh oremin ny «eri | for refrigerators. Yet the middle | ETS weg one age bracket to the 
’ rn tae ’ Td shears been oo pe . meat thoog>t if was just somethin © > y 7 . 
} al ae directl indirectly: tow yomcam evel Let whens ao xpath coouad 10 ond 7 group accounts for 73 per cent of the next they also advance in income, in 
wmeprese nting rectly or in rect 7 hashed mt wm aad coe th .o Bit when it got wore and a a » TI ti _ h > th 
iT | > wenples” 1 had to gu to scheml, eve won) week onde are Altes worse 1 was pretty disgusted , ] f 1 tl ‘ to t il « ] * many cases. 1e Zures show that, 
“U¢ Fl i h . ° hana 2 wee waesvalde, bus § ote 1FDWIG KERBER ~ volume oO yotn au mobiles and re 
(a) That eischmanns com : eee Qe, eae ogee! , over a period of years, by the time 
essed yeast will ‘rid’ one of pim- ‘ Tadd sabe 6 doy es frigerators. tl "a “nay < 30” y , 
“ oe - munth my face tonbes! et 2 ° 
~ "es or any other condition; tt ca ed wp Ov a oe a siggy re 
) an That tl aden will ‘clear’ Pb ab et cnet tes Middle Group Stands Out have advanced to the “30 to 40 
an (>) ERat She procuc crear ate Ev 8 be ewe oad group, eight per cent will have ad- 
‘Bkin irritants out of the blood, or handy spat (don't wh fa» In purchases of recent models, 52 


the result of taking it, pim vanced from below to above the $2,- 
hat as e re . - 


to per cent of the upper group and 21/999 income mark. When they reach 
‘Mies ‘go.’ unless limited to such skin OE TS on ae ho cee Rae ~4«0«| «wer écent of the middle group are) the next age bracket, 35 to 39 years, 
7 rritants as eemnpotont actentine mg ey ly listen dealin tes tee el shown to have bought cars within the) ten per cent more will be in the in- 
ee erore Se be remeves rom the gastric juices, Then digration seats we ecu | past year and a half. In terms of| come bracket above $2,000. A differ- 
» lood by taking such a produc t; “<7 5 — + eleeeebeemietens volume, however, the top bracket ac-| ent trend sets in after the forties are 
4 “(¢) That this product | can be seach cake of thie fresh food i fortified with four vitamins counts for only 35 per cent of the reached, when some of the middle in- 
elied upon to make the skin ‘clear Vitamin, the Bone Vitamin and the Vitality Vitamif. Three sales, while the middle group ac-|.ome families move up to higher 
“\@ . healthy’ or that it will keep the witamine you need’ Start today toate cake shout Wher | counts for 64 per cent. New refrig-| rackets, and some fall down to 
b kin ‘clear’ or ‘healthy’; before cach revel. es erator purchases show about the : 


—e »~ | lower levels. The correlation of age 
Current copy for Fleischmann's yeast, interesting in appearance, but confined to | Same oe in the top and mid-| and income is shown by chart, which 
the general subject of exuberent health, with the user doing the talking. | dle groups, 24 and 21 per cent re-| ig reproduced in the accompanying 

; peut es lal ; ee spectively, but in volume the middle | j))ystration. 


“(d) That Fleischmann’s com- 
ressed yeast constitutes a compe- 
nt treatment or an effective rem- 
dy for, or will prevent, a fallen aes ; - 

omach: sion by its brief of “admissions” |“discontinue the use in advertising 


bracket accounts for 72 per cent 


‘ YAS or se 
-] “(e) That Fleischmann’s com- made by Standard Brands, Inc. matter of representations attributing recone a eS oe F. C. Fairbanks Heads 
“1 ressed yeast will ‘cure’ or ‘prevent’ “The respondent hereby admits,” os ean dette onan od = Radio ownership is shown to be “Indianapolis News” 
“MW nstipation, bad breath, boils, acne, |#44 the summary, “that Fleisch- 7 a oaks oo wisies tikes sean almost universal with a penetration| Frederick C. Fairbanks, brother of 
l@imples, or other manifestations of |™4"n's yeast is helpful in treating pred pa sold at retail i. the|of more than 95 per cent in the up-|the late Warren C, Fairbanks, has 
7 regular digestion; poreorelllyge glee pegs eons usual course of business,” the Fedvral | per and middle brackets and 85 per Aga mo —" = = — 
-] ee oe ee, Sa | digestion or assimilation, or other Trade Commission announced today. | cent In the em er oe lee was elected chairman and Hilton U. 
—! ae _— > > ee skin conditions due to an insufficient As example of the practice objected perenne, sens =. Se ques Brown was _ re-elected secretary- 
4 ly or effective treatment for con- sapely ef vitamins only oben such | © the stipulation pointed out that| penetration in each group, but in| + asurer. 
4 ipation, unless limited to fune-|" *". i oe ‘ daney |@ “Chromium service plate, repre-| volume 74 per cent comes from the; Mrs, Ethel C. Fairbanks, widow of 
onal constipation; condit apres occa due to a deficic NCY | sented as having a value of $1.25,| middle bracket, 16 per cent from the| the late publisher, has become a di- 
. “(g) That Vitamins B and G, or xa eh pee gga ~ was offered and distributed to cus-|top and only 10 per cent from the] rector, with the president and chair- 
ither of them, overcome loss of ap-|O™@er nutritional essentials = con-| + mers for labels from two cans of | bottom. man, and Adelaide Causey. The 
IM etite unless such loss is due to an | ‘ined in the yeast, or to gastro | -ondensed milk and 25 cents; and a Washing machine ownership seems | paper will continue without change 
“WE sufficient supply of such vitamins; intestinal irregularities on which meat platter, advertised as a $2|to be less conditioned on income.| of policy. 
eam “ih) That Fleischmann’s com- fresh yours may exert a beneficial value, was offered for labels from two| Penetration, on new sales, is about ) ae 
; ‘ressed yeast will keep the whole ed nice cttenes to Gu te of condensed milk and 50| the same in each group. Joins Jam Handy 
ye. tes t ‘ane rE ° y vs) ” . . > } y 0c ° “ 
Pay pA ge Recor com-|impaired or weakened muscles and eee wee. Seer et, See Sane 


values of the premiums, according to Status of Electric Razor ciated with the Nash-Kelvinator Cor- 

the stipulation, were “fictitious and seial intereet are the facte re.| Oration and Frigidaire division, 
ect underfed blood, or increase the | ‘he load and by toning up, stimulat-| |. ccive.” Of spec ial mnavens are mag re-| General Motors Corporation, has 

H apacity of the blood to perform its ing and contracting muscles by the ; = — vealed in connection with that Com-| joined the editorial staff of the Jam 

8, 2 unctions except insofar as compe- intake of proper food; parative newcomer to the market— Handy Organization. 

ent esientiie evidence demonstrates| © @t Fleischmann’s compressed Joins “Hairdresser” the prince er Penetration = 4 
: : ; , , > ¢ top bracket is 20 per cent; in the 

hat the vitamins and other constitu- yeast, with an adequate content of Bruce Knapp has become Eastern pn eg neacket slant per cent; and In New Quarters 

ats of Fleischmann’s compressed | Vitamin D, can aid in preventing ill | advertising manager of The Amer-| athens i , vand a-|¢oAavertising Arts Agency, Los An- 

valleast affect the composition and |formation of teeth only if taken by | jcan Hairdresser, New York. He was in the bottom group only one and @-/ geles, an Ellis Plan agency, has 

* Bunctions of the blood, and supple-|t®e young during the growth and| with Christian Science Monitor tor half per cent. However, of all elec-| moved to a larger suite of offices at 


bressed yeast will prevent or cor-|°@2 be corrected only by relieving 


nent and enhance the biologic val-|4evelopment of the jaw bones, and|nine years. trie razors owned, 62 per cent are in| 628 Security Building of that city. 
ies of the food in the diets; then only if sufficient calcium and —— —— —— - ——— ————_————— — — a 

cy “G) ‘That Fielschmann's coin-| Phosphorous are present or taken 

y pressed yeast will not make one fat; in conjunction with the yeast; 


ici “(k) That taking Fleischmann’s “That neither Fleischmann’s com- 
a compressed yeast will ‘make you pressed yeast nor any other food or 


’ 
vr tibealthy’; medicine can correct deformed, GENTLEMEN, WE'RE WAY OFF 
gulf “(1) That badly formed or crooked a or decayed teeth; THE TRACK. WE WANT RESULTS 
a 


‘eetth and cavities are the result of products such as Fleisch- 


a lack of Vitamin D unless refer- mann’s compressed yeast may stim- AND ADVERTISING AGE GETS THEM 


ence is also made to the calcium and ulate and activate certain glands in FOR US. THAT'S ALL! 
phosphorous requirements, and in the stomach and intestinal tract, but 


“vadagte case of badly formed and do not stimulate or activate glands 
Grooked teeth reference also be in other parts of the body, as far as 
d CM™ade to the years during which the | '® known at present; 
in AM’w bones are growing and devel- “That Fleischmann’s compressed 
hg to make room for the teeth, as | ¥&@8t has no direct effect in cleans- 
‘ell as the calcium and phosphor- |!" or purifying the blood stream, 
st ’ requirements: and from making |°*¢cePt by inducing better digestion, 
». y other claims or assertions of |#%Similation and elimination which 
gh ‘am ’ke import.” may by such indirection increase the 
a. TE Further light is shed on the view- number and quality of both red and 
pal ! nt of the Federal Trade Commis- white cells, and by supplying sup- 


plements of vitamins and other nu- 
tritional essentials contained in the 


yeast; G 
Y “That Fleischmann’s compressed = 
our Printing eee yeast may tend to increase body 


, ‘sand Your Preduct weight by increasing the appetite 
: and improving the digestion and as- 


Joes . a : , : 

lie va ~ ge — = similation of food; 

uty of what you se e “a ; ‘te , . , 
t — use Burgess Offset and That the use of Fleischmann’s 


get 


really attractive work at a compressed yeast cannot be de-| 


t y 2 s , . 
nee ‘ubstantial saving! We'll pended upon of itself to make one . 
you how. Send today for free healthy.” 


| 

Pertfolic of samples and layout | 
ets. There’s no obligation. } 
| 


BORDEN’S TO ALTER 
ae 2 CLAIMS ON PREMIUM 


'73 W. Madison St. Washington, Aug. 4.—The Borden 
Chicago, III. |\Company, New York, has agreed in 
,connection with premium offers to | 
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CONTRACTORS IN 
HEATING FIELD 
AIDED BY CRANE 


(Picture on Page 35) 

Chicago, Aug. 3.—-Crane Company, 
manufacturer of plumbing and heat- 
ing equipment, today disclosed plans 
for a campaign in both general and 
trade magazines expected to provide 
considerable aid to heating contrac- 
tors during their peak September 
season. 

This campaign will emphasize four 
services offered by the heating con- 
tractor, services which he alone can 
provide, according to the company. 
They are a thermal survey to deter- 
mine heating needs, specification of 
the right products, proper installation 
and dependable neighborhood service. 

Consumer copy will appear Aug. 27 
in The Saturday Evening Post with a 
full page in black and white being 
used for the initial insertion. Three 
half-pages will follow at two-week in- 
tervals. Also included in the schedule 
are Domestic Engineering, Official 
Bulletin Heating, Piping and Air 
Conditioning Contractors National 
Association and Plumbing and Heat- 
ing Journal, 

In connection with the campaign, 
Crane is furnishing dealers with a 
heating calculator, a device for esti- 
mating the heat loss from a building. 
With this aid, the heating contractor 
can make an accurate estimate of the 
heating equipment needed. 

Copy will also stress the twofold 
guarantee to be offered by the con- 
tractors. Crane guarantees perfection 
of the company’s equipment used on 
the job while the contractor stands 
back of the installation work. 

Russell G. Creviston, director of ad- 
vertising and sales promotion, ex- 
plained that “This campaign has been 
timed not only for the season when 
the greatest heating business is done 
but is also in line with statistics 
which reveal that building and re- 
modeling are increasing as times im- 
prove.” 

Dealers are also to be supplied with 
tie-in material including folders, win- 
dow displays, newspaper cut and mat 
service and advertising slides. 

The Buchen Company is the Crane 
agency. 


Beltzhoover Agency 
Beltzhoover Electric Company, Cin- 
cinnati, has appointed Keelor & 
Stites Company, Cincinnati, as adver- 
tising counsel. The company is both 
wholesaler in lighting fixtures and 
supplies, and electrical contractor. 


Tee REPUB ae TEMES TRENTON 


NEWSPAPER SHOWS FAITH IN ADVERTISING 


We, the Undersigned Merchants Hereby ADVERTISE FOR RAIN 
We are asking for one-half inch of moisture on or before July 23, 1938 
U. S. Weather Bureau Measurement, Trenton, Mo. 

ADVERTISING HAS NEVER FILED US, AND TO PROVE OUR FAITH IN ITS VALUE, WE WILL PAY FOR OUR ADS UPON DELIVERY OF SAID MOLTURE, 

AND EN CASE IT DOES NOT ARRIVE, THE REPU BLICAN-TIMES WILL STAND THE COST OF THE ADS ON THIS PAGE 
. 
WE DEMAND RAIN! 
sua AEERER'S abana > ala 
TATE BROS. REWL DAUC SToas 
sips yan MEETSESESE POSTER'S SHOE STORE J =” hee 
OLD MAN RITZ THEATRE THE EMILY SHOP 
awe EO Foe SMART FROCKS 
RAINEY SHOE CO. — der ms Wael he Ct . mENTUS, 
OUR BU CLEARANCE SALE] UOY AGOOD SWOW IVCOMFORT | WE ARE EXPECTING THE RAIN ROOKS’ DRUG COMPANY 
£5 SMITH . CLOTHIER techn tay — STYLE SHOPPE CALL 161 
TRENTON HARDWARDE CO. TEMPLE STEPHENS “ 
SHOP AT YOUR FLESHER SHEET METAL WORKS Lk achat 
A&P FOOD STORE "te tate ee PENNELL JEWELRY STORE THE “FAIR” DRUG STORE 
STEIN’S Whatever The Weather] sw rumuse nom 
Our Prices Are Better sme 
1 As 1 ir Montgomery Ward COOOYEAR SERVICE 
A we oe MARATION TRUCK THRE 
tan tone and Co. eee ee 
— SCOTT Bras. WITTEN HARDWARE C0 seees 


Advertisement run by the Republican-Times, Trenton, Mo., on a results or no pay 
basis. It rained the night the ad appeared. 


Boal Wins Award for 


Business Leadership 


H. P. Hood & Sons, Boston, won 
the Boston Herald award for distin- 
guished business leadership for excel- 
lence of its ice cream and ingenuity 
in its promotion. William A. Troy, 
editor of the Sunday Herald, made 
the presentation. 

The merchandising policy provides 
for presentation of ice cream in new 
forms and for a monthly special, ad- 
vertised by newspapers, car cards 
and radio, in addition to a host of 
dealer helps. An art department is a 
unique feature of the Hood business. 
Art specialists design and apply spe- 
cial frosting to cake and model ice 
cream into figures, flowers and build- 
ings. Hood also operates a school for 
soda fountain clerks. Herold Cabot 
& Co., Boston, is the agency. 


deGrouchy with Agency 
W. J. deGrouchy has joined Dono- 
van-Armstrong, Philadelphia. Mr. 


department, Pepsodent Company, 
Chicago, for several years. He also 


served as associate editor of The 
| Ladies’ Home Journal. 


deGrouchy was with the marketing | 


Interwoven Stocking 


Files Price Action 

Charging violation of the Penn- 
sylvania Fair Trade Act, Inter- 
woven Stocking Company, New 
Brunswick, N. J., has filed suit in 
Philadelphia to prevent Globe Men’s 
Shop, Inc., from selling Interwoven 
products at less than the standard 


price. It also asks damages. 
The suit alleges that the men’s 
store has violated the Miller-Tyd- 


ings Act, as well as the state stat- 
ute. 


Briggs & Varley 
Awarded Eye-Lifts 


Briggs & Varley, New York, has 
been appointed by Martin Products, 
Inc., New York, to prepare a cam- 
paign for Eye-Lifts, a new cosmetic. 

Marketing tests are being con- 
ducted in medium size cities and a 
general campaign will follow within 
30 days. 


Miss Quigg-with Bijour 


Pauline Quigg, formerly with Ar- 


|} thur Kudner, Inc., New York, has 
| joined the research staff of George 
| Bijur, Inc., New York. 


. 
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IT WAS EASY. | SHOWED HIM 
THAT STORY IN ADVERTISING AGE 
AND HE PRACTICALLY SOLD HIMSELF 


MANUFACTURERS, 
DEALERS SIGN 
COPY AGREEMENT 


Pact Conforms to Recently 
Enacted Laws 


New York, Aug. 3.—Final terms 
of the agreement between the 
Toilet Goods Association and the 
National Retail Dry Goods Associ- 
ation on cosmetic advertising and 
labeling were reached this week by 
the executive boards of both organ- 
izations. 

The plan was worked out to pro- 
vide members with guidance in the 
acceptance of advertising copy un- 
der the provisions of the Wheeler- 
Lea amendment and the Copeland 
act. Principles laid down by the 
Federal Trade Commission in its 
complaints, stipulations, and orders 
were followed closely in drawing up 
terms of the pact. 

A cautionary list of advertising 
claims contains five claims which 
“should not be published or dis- 
tributed unless approved by the 
TGA board of standards, or suffi- 
ciently corroborated by the adver- 
tiser.” A statement which may not 
be acceptable for most cosmetics 
may be permissible in specific in- 
stances where special proof is avail- 
able, according to the agreement. 


Care Urged on Claims 


The list of advertising claims sub- 
ject to caution is as_ follows: 
“Claims that any preparation may 
be utilized to attempt to prevent 
baldness and loss of hair. (Such 
statements may be acceptable when 
accompanied by instructions’ for 
adequate massage with the prepara- 


tion to stimulate flow of blood to 
the head.) 

“Claims that any preparation 
which can be applied to the skin 


as a cosmetic or utilized as a mouth 
wash is antiseptic unless it is a 
germicide. (Except certain prepara- 
tions which, if utilized as a wet 
dressing, ointment or dusting pow- 
der, or in such other use as 
volves prolonged contact with 
body may prevent infection.) 

“Claims that any powder will not 
clog the pores. All claims for vita- 
mins in cosmetics. (This matter 
is now under investigation by the 
FTC, and the Food and Drug Ad- 
ministration.) All claims for hor 
mones in cosmetics. (The use of 
hormones has recently been the 
subject of a warning by the Amer- 
ican Medical Association.)” 

Among the 18 advertising claims 
“not acceptable” are those that 


the 


by cosmetics,” 
plied locally “will rejuvenate any 
gland or cure or prevent double 
chin or flabbiness of the facial mus- 
cles or will restore the youthful 


Statements that the skin can be fed 
}or nourished by external application 
}Of a cosmetic; that any preparation 
applied externally can restore the 
natural oils of the skin; that any 
preparation will remove wrinkles or 
crows feet, or permanently 
|freckles, both patches or other deep 
skin discolorations. 


Also unacceptable are claims that 
jacne can be cured by a local appli- 
leation, that any preparation will 
|prevent or remove blackheads. that 
lany cosmetic or mouth wash is “ab- 
solutely antiseptic” or will “destroy 
all germs,” that any depilatory 
| Preparation containing a _ sulphide 
can safely be used to remove facial 
hair, and that any preparation will 
cure baldness or cause hair to grow. 

The of the agreement in- 
|cluded a note to the effect that mem- 
of both associations should 
|“look with particular disfavor on all 
claims or statements which are a/| 
disparagement or unfair criticism of | 
| competing preparations.” 


terms 


| bers 


| 
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Promotion Men 
in Piano Field 
Organize Club 


dent and sales promotion manager. 
Baldwin Piano Company, Cincinnatj 
was elected president of the new ag. 
sociation. Lawrence H. Selz, Chicago, 
was named secretary. One or more 
fall meetings will be staged to de. 
velop plans for National Music Week 
held once or twice in the past on a 
rather perfunctory basis. 


Buchen Company, Chicago agency 
delivered the only formal address a 
the meeting, 
words in behalf of the much abuse; 
special edition. 
that 
covered that the weight of a publics 
tion has a definite effect on circul 
tion. When a publication falis beloy 
a certain bulk, newsstand sales ten 
to decline, and when 
large issue is published, circulatic 
responds to the apparent bargain. 


the 
considerable 
tion of dealer helps, including new: 
paper matrices. 
piano dealers are able to afford th: 


in- | 


| 


| Rouville Advertising Agency, Albany 
|N. Y., following the death of George 
. De Rouville, has renamed the or 
ganization 
Agency. 

urer. 


“youth can be restored to the skin | 
that preparations ap- | 


lines of the face or have any effect | 


in altering the shape or structure 
of the face or neck muscles.” 
Other claims outlawed include | 


remove | 


services 
their newspaper copy 
amateurish in design, and the man 
facturers’ promotion experts are fi 
| cusing their guns on improvement 0 
this phase. 
were woven around the use of mats 
Equally startling yarns of failure 
|were disclosed, 
.| cation of the dealer is a salient prob- 
| lem. 


a 


P 


Chicago, Aug. 4.—The Advertising 


Managers’ Club of the National Piang 
Manufacturers Association of Amer. 
ica was formed at a meeting at the 
Stevens Hotel today, the first goa) 
being to build a new 
around National Music Week, Sched. 
uled to start the first Sunday ; 
May. Participation of others hay 
a stake in the music field, such as 
radio manufacturers, will be enlisted 
and dealers will be taught how to 
turn National Music Week to their 
best advantage. 
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ing 


George W. Lawrence, vice-presj. 


Value of Specials 
L. M. Williams, vice-president, The 


saying a few king 


Mr. Williams sai; 
leading magazines have dis 


an unusual) 


Concentration of an industry’s ai 


vertising in a special issue of a magif 
zine, 
achieves a mass effect greater tha 
the sum of the individual advertis: 
ments, Mr. Williams believes. Whi 
the 
worked in some quarters, it has i 
trinsic merit, he remarked. 


newspaper or trade pape— 


special edition idea is ove} 


Mats in Spotlight 


round table 
organization of 


The followe 


club gavil 
to the ques 


which 
the 
attention 


Since relatively fer 


of advertising manager: 


tends to b 


This 


tion 


Some success storie 


indicating that edu 


Now Hevenor Agency 
Horace L. Hevenor, heir to the De 


Hevenor Advertising 
He is president and treas 
Other officers are Veronica N 


Hevenor, vice-president, and Ann M— ™ 
White, secretary. ; 
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‘1 PHOTOGRAPHIC 
| REVIEW OF 
THE WEEK 


NEVADANS LEARN OF STATE'S GLORIES 


or - _ 


PUTTING ARIVER ... 
TO WORK 


In Black Canyon, 30 miles hi from ir holds... enoagh to cover all Con. Facts About Boulder Dam 
prowpering Las Vegns, stands Honlder, the nectient to « depth of 10 feet. Vast areas 
P highest daw yet bait by man. Ite fanetion.. have heon made secore frow foods and Calr 
18+ ty tame the raging Colorado, prevent floods, — fornia’s leaperial Valley alone is saved an 

i and pot a river to work cstireated $1,000,000 anouaily in cost of 
hie silt cemoval, 


— 


Se vee had ced twenty-seven feet rives this 


’ | ‘ : 
vee majestic stencture; from the L20-mile tong From -~ bene een spring bew “a 
: a , ductivity for thovnauds of waiitiog acres clee- 

i fake behind it can be drawn water to irrigate tetely tntighs ond waneethen of 


200.000 acres. generate 1 HO00.000 horse 
power, provide domestic sopply for more 
than 10,000 000 persuns 


eueryy to operate many o mine. mill and foc- 
tory. Heuce...cmployment, new wealth, 


evastruction of Qoelder 
Cor eed 61 eet in OU 
added prosperity for Nevada... One Sannd Simeon Croat Sh na nt 
Thirty and « half million sere feet this Mate. 


we 
‘ay A 
- FIRST NATIONAL BANK 
Ws 
fer 
ft OF NEVADA = 
er WEAR OFFICE. RENO, NEVADA 
b HEME ER PODEHAL DEPOSIT INSET RANCH CHMPUR ATION sae ee tee 
int Veringten, take Teter and Lee Sepes 
fe This Reno bank is educating citizens and building good will through interpreta- 


tion of events. W. W. Hopper, bank president, is directing the campaign, placed 
by Emil Reinhardt Advertising Agency, Oakland, Cal. 


AIDS HEATING CONTRACTORS 
For Complete Satisfaction Use Your 
HEATING CONTRACTOR’S 


» De 
any 
orge 
} OF 
sing 
"eas: Reson TE heating satrofaction —heatehful, carefres your hesting problem He has the haowledge and judg 
1 N comfort through the years —is what you expees ot your mentite recommend aod iaseall a he sting system “tailored” 
- 
M CRANE COMPLETE heating system. Then make these benefits SURE by em. to your type and size of home .. your special heating needs 
12 HEATING Ploving the shill aod experience of the one aan who guar sour fuel preterences. He isa part of your commuoity — 
antecs them in tullest measure your Heating Contractor alweys reudy at pour coll, Here is the + WAY HEATING 
L¢ +4 
~en ers through the He is qualified by long craiaing w handle every phase of SER VICE that only he con give you- 
— eats Camtracter Com 
wee Avomone Heating — 
tre 


" demgred to 
“ % omplete system — 
Sto 


#02 3 HITRAM OulVAY 
ROTIARTHO) OMITAIH 


9 the came Crone 


THERMAL SURVEY OF TOUR BOME Your beating + Srtcwrtares oF 

ar 008 wniurned to make certain that the hesnag wom is cock, oil wr ge 

adewe se dally, eckemsiécally, he cslculees ing... sour Wewion Comrarees 
enh 


SCUAPOR TEED HSTALLATION ) nur Meanng Comment O weCmBORBOOS LieretE 
ooery pert of poet complene desteliaen gat only oe a tami « mr aed 
~ comt's “ aie rp om 
otk tan @leh 4) the other parts nat g “~ 
edequete beanag 


LOOK FOR THIS MARK OP 4-WAY 
HEATING SERVICE—YOUR GUIDE TO 


COMPLETE HEATING SATISFACTION 


“ane Company, Chicago, will use this full-page in The Saturday Evening Post 
to stimulate sales for heating contractors. (Story on page 34.) 


PROPRIETARY MEN PLAN FOR NEW YOR KFAIR 


1k oa | 


ee a 


Right to left around the table, are: G. W. Thackeray, Lambert Company; B. L. Emery, Chesebrough Mfg. Company; Florence 
A. Richards, McCann-Erickson; Manning O'Connor, Colgate-Palmolive-Peet; W. Stanley Holt and P. Wesley Combs, Wil- 
liam Esty & Co.; Frank Turner, Emerson Drug Company; W. B. Johnson, and William M. Bristol, Jr., Bristol-Myers Com- 
pany; Gifford R. Hart, White Laboratories; R. A. Siedenburg, Kenneth H. Ripnen Company; Joseph A. Huisking, Charles 
L. Huisking & Co., and chairman of the advisory committee; Earle A. Meyer, president, The Show Globe; Lee H. Bristol, 
vice-president, Bristol-Myers; L. H. Mercer, Johnson & Johnson; Harvery Corbett, chairman, Show Globe; Michael M. 
Hare, G. N. Lowdon, Vick Chemical Company; Noble E. Stephens, vice-president, Clarence C. Meleney, secretary and 
counsel, and Robert W. Burns, of Show Globe; Donald Deskey, designer of the animated medicine cabinet, and Stephen 
L. Mayham, of the Fair's department of exhibits and concessions. (Story on page 19.) 


“KERNEL NUT" 


A cosnemnaniivemeniiiineet 


New military figure that will appear in 
the Brazil Nut Association's fall drive. 
(Story on page 27.) 


PRANKISH MAKE-UP 


\ Nae : 
as . a aX " 


Juxtaposition of editorial illustration and 
advertisement gave zest to this page of 
the Harrisburg Evening News July 30. 


NEBRASKANS FIND A WORD FOR IT 


STANDARD RED CROWN ™* Serine 


Maybe you heven't heard that expression betare—“more ump4i”. line. Stop where you see the STANDARD sign, and get « tankinl 
But \t would be haad te find @ better wey of describing the life, the And when pou do. watch your mlesge! Gee how tar you travel be ( 
power, the get ap-and-ge that this apecial summer gasoline gives e = lore you need gasoline agein. That same extra UMP FY helps too. 
car Better make a point te give it « triel maxi time you need gaso- = te. gut you where you're going st surprisingly low cost per mile. 


Get this SPECIAL SUMMER GASOLINE fro yoo STANDARD OIL DEALER 


This catchy slogan is held responsible for the success scored by Standard Oil 
Company of Nebraska in its current copy. (Story on page 6.) 


NEW "FIREMAN" COPY 


—— —“- 


Soundest Automatic Heating 
Value Ever Offered | 


Mokes (lean wholes self regulated heat from 
low cost coal Frings to your hqme the teed 
wether heetng het money con bey. at the 


lewee com of anv sutomance feel 

° * 
fireman s bac suture com clumeting 
1S years of leadership by the worlds largest towest feet cecf o 
manuiaturer of susomanms cos! tring equipme ae) be ete 
lis hwolt roghe——priced raght Vow may wer Bavesnee 
bey @ on cow serge. A Meatme her -o 
inmuallenen in yout present furnace 
provedes what you have slweys wanted 


hor your home-—(eserreer satomeatn hevt 
wtb eccwomy, 


. soy 

+ ee pe 

C ——- 

ant ter ab Conditiened beateng |» md me oe 

ders ever ghretmg tee ak te beet Gen 

. =daureing plame Bee ~ Ay Ff 

een te Moroes -—_ pore aa 

wet bed ervey lo haw ot warmrh ehu® eoabe yt fT. . i ate 
ce eekden menges of tenga eters ae 2) Sommers rhe ent er ae 
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RON FIREMAN MANUFACTURING COMPANY. Portland. Oregon, Cleveland. Teresi DEALERS FVERYWHERE m= noo, 


Iron Fireman Mfg. Company has prepared this copy for release in a heavy 
newspaper drive promoting its Heatmaker model. (Story on page |.) 
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papel —— 


y does everyone say “Yes to Mrs. Wilson? 


MRS. WILSON is the most successful hostess in town. 


Everyone who’s lucky enough to receive an invitation to 


one of her parties quickly says “Yes.” 

What accounts for Mrs. Wilson’s enviable success ? 
Simply this: she has learned that the first rule of success- 
ful entertaining, like the first rule of successful advertising, 


is... .°‘Never be dull.’’ 


r | * ; NEW YORK .« CHICAGO .+ DETROIT 
Young & Rubicam, Ine. ADVERTISING HOLLYWOOD + MONTREAL * TORONTO 
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